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Community  Newspaper  Holdings, 

Inc.  marks  the  five  years  since  its  founding, 
it's  only  natural  to  reflect  a  bit  on  where 
we've  been  and  where  we  hope  to  go.  That 
a  company  would,  in  this  day  and  age,  s 
future  on  small  newspapers  has 
attracted  a  great  deal  of  interest,  both 
for  our  business  philosophy  and  our 
intentions.  As  we  grew  to  some  200 
newspapers,  many  in  the  industry  didn't 
know  what  to  make  of  us. 

.Although  we  would  be  the  first  to  say 
we  still  have  a  long  way  to  go,  milestones  to 
date  include  nearly  100  redesigns,  installations  of 
dozens  of  new  front-end  systems,  upgrades  to  more 
than  100  newspaper  business  systems  and  the 
founding  of  a  national  classified  network  and  a  national 
co-op  advertising  program.  From  press  and  distribution 
improvements  to  providing  training  in  every’  discipline 
associated  with  the  management  of  newspapers,  cnhi  has 
invested  in  the  fimire. 

We  have  found  strength  in  our  numbers,  in  purchasing 
but  also  in  the  sharing  of  resources  and  ideas.  Our  best 
journalism  is  shared  regionally  and  nationally.  A  variety  of 
honors  programs  recognize  and  reward  excellence.  As  cnhi 
marks  its  first  five  years,  we  do  so  with  a  great  deal  of  pride  in 
the  people  who,  early  on,  contributed  to  the  vision  of  a  great 
community'  newspaper  company. 

To  OUR  EMployEES, 

WE  SAy  THANks  EOR  bEllEVINQ 
EROM  THE  START. 


community  newspaper  holdings,  inc. 

Birmingham,  Alabama 
205-298-7100 

5  yEARS  ANd  Just  the  Beginning 
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LETTERS 


THE  SPORTING  NEWS 

1  ENJOYED  “Here  no  evil,  SUV  no  evil 
...”  [Jan.  21,  p.  20].  While  it  should  be 
an  eye-opener  for  newspaper  leader¬ 
ship,  it  will  no  doubt  draw  yawns  from  the 
young  newsroom  elites  you  reported  on. 

You  reported  on  the  many  typical  subur¬ 
ban  issues  important  to  suburban  readers, 
but  neglected  to  mention  sports  coverage. 

I  have  never  met  a  young  sportswriter 
who  wasn’t  in  the  business  to  hang  out  with 

the  stars  of  Fenway  Park,  - « 

Foxboro  Stadium,  or  the  LET 

old  Boston  Garden.  i 

.  VjScy  welcome 

Any  managing  editor 
.  ,  themxnae-rru 

trying  to  redirect  these  ...  .  . 

®  .  ,  editoranapm 

sportswnters  to  a  sub-  r  •  -i  *  //: 

,  ,  .  ,  ,  ,  ,  facstmile  to  (6 

urban  high  school  where  .  .. 

, . ,  ®  ,  or  vm  snau-n 

500  kids  play  soccer  every  Editor  &Publ 

Saturday  is  fighting  an  d  j 

,  ,  ,  Broadway,  Ni 

almost  impossible  battle. 

As  a  weekly  newspaper  ^ 

founder,  co-owner,  and  . .  ,  . . 

, ,  tion,  location, 

publisher  (not  to  mention  , ,  j  ^ 

\  ^  T  address.  Lette 

photographer),  I  compete 

tor  the  hearts  and  minds 

of  suburban  readers  every 

day.  In  the  arena  of  youth  sports,  it’s  so 

easy  competing  against  dailies,  it  ought  to 

be  illegal.  They  don’t  call  my  readers 

“soccer  moms”  for  nothing! 

TOM  WARD 

PUBLISHER 
The  Valley  Breeze 
Cumberland,  R.I. 


LETTERS 

E&P  welcomes  letters.  Send 
them  via  e-mail  to  letters© 
editorandpublisher.com,  via 
facsimile  to  (646)  654r5370, 
or  via  snail-mail  to  “Letters,” 
Editor  &  Publisher,  770 
Broadway,  New  York,  NY 
10003.  Please  include  name, 
title,  organizational  affilia¬ 
tion,  location,  and  e-mail 
address.  Letters  may  be  edited 
for  all  the  usual  reasons. 


TOUGH  CALLS  IN  TENNESSEE 

1READ  WITH  INTEREST  YOUR  EDITORIAL 
‘Tennessee  pool  parU”  [Feb.  4,  p.  13] 
criticizing  The  Knoxville  News-Sentinel 


and  other  newspapers  for  “sell(ing)  out 
their  principles”  by  participating  in  pool 
coverage  of  closed  legislative  discussions  of 
the  state’s  budget  crisis.  Unfortunately,  you 
overlooked  some  pertinent  facts: 

•  The  News-Sentinel  recently  had  put 
its  money  behind  its  principles,  joining  in  a 
legal  challenge  of  such  secret  meetings.  But 
the  courts  unequivocally  ruled  that  the 
meetings  were  exempt  from  Tennessee’s 
“Sunshine”  laws. 

•  Nonetheless,  and  contrary  to  what 

-• -  your  editorial  stated,  the 

E  R  S  News-Sentinel  continued 

c  j  to  “raise  hell”  over  the 
rtters.Send  ..... 

^  issue,  on  its  editorial 

to  letters©  ,  ,  , 

,  .  pages  and  elsewhere. 

her.com,  vw  „  ,  ... 
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•7  X  or  »  the  choice  of  pool  access 
I  to  Letters,  , 

or  no  access,  the  News¬ 
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constraints  imposed  by 
reasons.  ,  ,  .  , 

the  legislators. 

Principled  newspapers 
may  disagree  on  what  limitations  are 
acceptable  on  a  pool.  In  Tennessee,  they 
did.  But  no  newspaper  sold  out. 

JACK  MC  ELROY 

EDITOR 

The  Knoxville  News-Sentinel 


Cl.ARlMCATION 

Despite  the  headline  “Media  broker  heads 
south” (Feb.  4,  p.  10),  Kevin  M.  Lavalla  has 
joined  Communications  Equity  Associates 
LLC  not  at  its  Tampa,  Fla.,  headquarters 
but  at  its  New  York  office. 


- 50  YEARS  AGO  - 

NEWSPAPERDOM®  FROM  EDITOR  &  PUBLISHER 


FEB.  i6, 1952:  housing  scandal,  U.S.  Rep.  for  tickets  to  the  biggest  story  of 

The  Bergen  Evening  Record  William  Widnall  said  during  field  the  year  —  the  funeral  of  King 

rendered  exceptional  public  hearings  in  Hackensack.  N.I.  George  VI.  Only  three  tickets  were 

service  in  launching  the  given  to  the  Association  of 

congressional  investigation  that  American  newsmen  in  London  had  American  Correspondents  for 

is  now  spotlighting  a  nationwide  to  count  on  their  luck  by  drawing  the  Feb.  15  ceremony. 


FEATURE 

CROSS-SELLING?  If  and  when  the 

Federal  Communications  Commission 
decides  to  deep-sbc  its  newspaper/ 
broadcast  cross-ownership  ban,  the 
M&A  action  should  be  fast  and  furious. 
Here’s  a  preview . 10 

E&P  NEWS 

On  the  Lee  side  The  tv 

money  it  made  in  2000  finally  burned 
a  hole  in  Lee’s  pocket:  Hello,  Howard 
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Best  defense  Boston  Globe 
goes  on  the  offense  as  it  plans  to 
appeal  loss  in  libel  lawsuit  stemming 
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COULD  PAY  OFF 

If  the  sweeping 
campaign-finance 
reform  bill  passed 
Thursday  by  the  U.S. 
House  of  Represen¬ 
tatives  becomes  law, 
it  could  divert  adver¬ 
tising  dollars  into 
newspaper  coffers. 

Among  other  things, 
the  reform  bill  bans 
corporations  and 
nonprofit  organiza¬ 
tions  from  buying 
late-campaign  broad¬ 
cast  ads  that  mention 
candidates.  The 
prohibition  kicks  in  60 
days  before  a  general  . 
election  and  30  days 
before  a  primary.  It 
affects  radio  as  well 
as  broadcast  and 
cable  TV. 

But  that  leaves 
several  possible 
routes  for  late- 
campaign  spending. 
“There  would  be  so 
much  money  to 
spend  that  you  would 
do  the  mail,  do  the 
phones  —  and  you  do 
the  newspaper,” 

Peter  Fenn,  a  princi¬ 
pal  of  Fenn  and  King 
Communications,  a 
major  Washington 
campaign  consultan¬ 
cy,  told  E&P.  “The 


Lee  ni^  cast  wider  net 
in  wake  el  Howaid  iinv 


Davenpofi,  Iowa-based  chain’s  chief 
expresses  a  liking  for  continued 
expansion  around  the  country 

BY  LUCIA  MOSES 

IT’S  A  CHALLENGE  FACED  BY  MANY  SMALLER 
companies  in  a  consolidating  world:  either  grow 
or  nm  the  risk  of  becoming 
vTilnerable  to  a  takeover. 

Lee  Enterprises  Inc.  is  no  ex¬ 
ception.  After  Lee  jettisoned  its 
W  group  in  October  2000  to 
focus  on  new'spapers  and  the 
Internet,  its  investors  grewfhis- 
trated  as  the  $560  million  in 
proceeds  from  the  TV  sale  sat 
idle,  waiting  to  be  put  into  play. 

Lee’s  announcement  last 
week  that  it  had  agreed  to  buy 
Howard  Publications  —  the 
first  sizable  newspaper  industry 
deal  since  2000  —  seems  to 
have  quelled  those  concerns  for 
now.  And  Lee  may  not  be  done. 

The  company  has  room  to 
buy  more  dailies  in  the  30,000- 
to-125,000-circulation  range. 

Mary  E.  Junck,  Lee  chairman, 

CEO,  and  president,  told  E&P  Lee  Enterprises  Inc.’s 
that  the  company  maintains  a  bit  of  excitement  back 
“strong  interest”  in  buying  out 
the  Capital  Times  Co.,  its  co-owner  of  the  Wisconsin 
State  Journal  and  The  Capital  Times  in  Madison,  plus 
three  other  Wisconsin  dailies. 

Some  suggest  that  Hollinger  Int.''rnational  Inc. 


might  sell  the  Post-Tribune  in  Gary,  Ind.,  which  could 
present  Lee  with  a  chance  to  add  another  Chicago- 
area  paper  to  The  Times,  Howard’s  paper  in  Munster, 
Ind.  Others  speculate  that  Lee  could  sell  or  trade  the 
outlying  Howard  papers,  such  as  The  Times  and 
Democrat  in  Orangeburg,  S.C.,  though  Junck  main¬ 
tains  Lee  has  no  plans  to  do  so.  One  of  the  great  things 
about  the  deal,  she  said,  is  “it  gives  us  the  opportunity 
to  expand  in  different  parts  of  the  country  than  [the 
ones]  we’re  currently  in.” 

The  planned  $ 694-million 
cash  deal  for  Howard  would 
give  Lee  16  more  dailies  for  a 
total  of  38,  plus  a  joint  inter¬ 
est  in  six  others;  grow  its 
revenue  by  47%;  and  lift  its 
overall  daily  circulation  above 
the  crucial  1-million-copy 
mark,  which  could  enhance 
Lee’s  clout  with  advertisers. 
The  deal  would  also  give  Lee, 
which  is  based  in  Davenport, 
Iowa,  and  now  has  papers 
concentrated  in  the  Midwest 
and  Northwest,  a  presence  in 
California,  the  Northeast,  and 
Southeast.  Linda  Lindus, 
publisher  of  the  Southern 
Illinoisan  in  Carbondale, 
and  Michael  Gulledge,  pub- 
Mary  E.  Junck  brings  a  li^^er  of  the  Billings  (Mont.) 
to  M&A  in  the  industry.  Gazette,  will  assume  group 
publisher  titles  —  other  Lee 
executives  also  will  add  responsibilities. 

Owning  papers  in  small  to  midsize  markets,  which 
are  somewhat  insulated  from  swings  in  the  economy, 
seems  smart  in  these  times.  For  the  quarter  ended 
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Dec.  31,  Lee’s  revenue  dipped 
only  6%,  while  many  of  its  peers 
reported  double-digit  declines. 

Howard’s  biggest  paper  is  the 
North  County  Times  in  Escondi¬ 
do,  Calif.,  though  it’s  probably 
best  known  for  Munster,  which 
company  President  William  E. 

Howard  transformed  into  a 
model  of  newspaper  technology. 

For  its  part,  Howard  had  its 
owTi  pressures  that  led  up  to  the 
deal.  Retired  President  Robert 
Howard,  William’s  father,  told 
Ei3P  he  started  thinking  about 
selling  several  years  ago,  prima¬ 
rily  to  avoid  an  estate-tax  bite. 

Although  the  estate  tax  will  be 
phased  out  by  2010  under  a 
provision  in  last  year’s  federal 
tax  package  designed  to  pre- 
serv'e  family-owned  businesses, 

Howard  still  feared  his  family 
would  be  forced  to  sell  to  pay  the 
tax  bill  upon  his  death.  “The  rate 
decreases  are  very  slight,”  he 
said.  “You’re  still  talking  about  a 
very  big  number.” 

The  Howards  first  ap¬ 
proached  Lee  18  months  ago 
about  selling.  The  family  will 
now  turn  its  attention  to  its 
Howard  Charitable  Foundation  and  its  other,  small¬ 
er,  business,  Howard  Energy  Marketing  Inc.,  a 
Wauwatusa,  Wis.-based  retailer  of  natural  gas. 


Some  would  argue  the  deal 
has  another  positive  for  Lee: 
Under  new  accounting  rules, 
acquirers  do  not  have  to  write 
down  goodwill  —  the  amount 
paid  for  the  intangible  assets  of 
a  business  —  as  a  noncash 
charge  against  reported  earn¬ 
ings.  Rather,  companies  only 
have  to  write  dowm  an  acquisi¬ 
tion’s  value  if  it  loses  value. 

The  change  will  give  Lee’s 
earnings  a  big  lift  starting  in  its 
next  fiscal  year.  For  the  rest  of 
the  industry,  noncash  charges 
most  newspaper  companies 
have  taken  in  the  past  will  fall 
off  their  earnings  this  year. 

Conventional  wisdom  says 
that  eliminating  the  noncash 
charges  will  encourage  deal¬ 
making  because  companies 
will  look  more  attractive  on  the 
basis  of  reported  earnings.  To 
most  newspaper  analysts, 
though,  who  care  more  about 
cash  flow'  (which  excludes 
goodwill  amortization),  the 
change  makes  no  difference. 

For  its  part,  Lee  said  the  rule 
change  wasn’t  a  motivating 
factor  in  the  deal.  Chief  Finan¬ 
cial  Officer  Carl  Schmidt  said,“I  think  the  financial 
communitv’,  and  analysts,  for  a  w'hile  have  looked  at 
cash  flow'  in  the  important  indicator.”  11 


Additional  Lee 

Acquiring  Howard  Publications’  16 
dailies  will  bump  Lee’s  circulation  by 
nearly  half  a  million. 

C.\l.IFORNIA 

North  County  Times,  Escondido  89,346  ^ 

lUAHO 

The  Times-News^  Twin  Falls 

23,140  ' 

1U.INOIS 

Coles  County  Daily 

Times-Courier,  Charleston 

7,029  ; 

The  Journal-Standard,  Freeport 

14,262 

Mattoon  Journal-Gazette 

11,386 

Indiana 

The  Times,  Munster 

88,101  i 

Iowa 

Sioux  City  Journa\ 

(Jointly  owned  with  Hagadone  Corp.) 

46,064 

Waterloo  Courier 

45,194 

1  Kentucky 

The  Ledger  Independent,  Maysville 

8,905 

New  York 

The  Citizen,  Auburn 

12,965 

The  Leader,  Corning 

14,222 

The  Post-Star,  Glens  Falls 

32,986 

;  Pennsylvania 

The  Sentinel,  Carlisle 

15,357 

i  South  Carolina 

The  Times  and  Democrat,  Orangeburg 

17,829 

:  Washington 

1  The  Daily  News,  Lonsim 

22,672 

I  Wyoming 

Star-Tribune,  Casper 

31,074 

COMBINED  AVERAGE  CIRCULATION: 

480,532 

Reporter  wouldn’t  reveal  sources 

‘Globe’ hit  for  ^3.!iM  in  libel  case 


BY  JOE  STRUPP 

N  THE  SURFACE, 

a  doctor’s 
allegation  that 
The  Boston  Globe 
incorrectly  blamed  her 
for  the  1995  overdose 
death  of  a  cancer 
patient  would  seem 
like  a  routine  libel 
case:  prove  the  paper 
knowingly  defamed 
you  and  show  the  effects 
were  detrimental. 

But  unusual  circum¬ 
stances  —  including 
conflict-of-interest 

L _ 


charges  and  the 
protection  of  confi¬ 
dential  news  sources  — 
made  this  case  far 
from  simple. 

The  cancer  patient 
who  died  at  Boston’s 
Dana-Farber  Cancer 
Institute  (from  an  over¬ 
dose  of  chemotherapy 
drugs)  was  no  ordinary 
victim.  She  was  former 
Globe  health  columnist 
Betsy  Lehman.  And  the 
reporter  who  covered 
her  death,  and  even¬ 
tually  was  named  in  the 


libel  suit,  was  Richard 
Knox,  who  worked  w'ith 
Lehman  and  often  filled 
in  for  her  when  she 
became  ill. 

“Having  him  cover 
this  story'  was  not  ap¬ 
propriate,”  Joan  Lukey, 
attorney  for  Dr.  Lois 
Ayash,  the  plaintiff,  told 
ECSP  last  week.  But 
Mary  Jane  Wilkinson, 
the  Globe's  managing 
editor  for  administra¬ 
tion,  countered  that 
Knox  was  the  most 
experienced  person  for 


the  job  and  denied  any 
conflict. 

When  the  case  first 
w  ent  to  court  last  year, 
things  got  sticky  after  a 
judge  ordered  Knox  to 
reveal  the  identities  of 
four  confidential 
sources.  Knox  even¬ 
tually  turned  over  notes 
from  interviews  with 
two  sources,  who  gave 
permission  to  have  their 
identities  revealed,  but 
w'ithheld  the  names  of 
the  remaining  two. 

Massachusetts 


newspaper  guys 
would  love  it, 
because  this  is  a 
good  revenue 
stream." 

Newspapers  now 
get  only  a  fraction  of 
broadcast’s  share  of 
campaign  spending. 
According  to  the 
Washington-based 
Alliance  for  Better 
Campaigns  reform 
group,  TV  outlets 
took  in  more  than 
$10  million  in  each 
of  23  metropolitan 
area  markets  in  the 
2000  presidential 
election  year.  News¬ 
papers  look  at  that 
big  advertising  pot 
and  want  a  share. 

The  New  Jersey 
Press  Association  for 
years  has  watched  as 
candidates  pour 
money  into  expensive 
Philadelphia  and 
New  York  TV  spots, 
while  ignoring  the 
association’s  17 
dailies  and  more 
than  150  weeklies. 

If  late-campaign 
broadcast  restrictions 
take  hold,  said 
John  O’Brien,  the 
association’s 
executive  director, 

“It  would  seem  to  me 
there  would  definitely 
be  more  opportunity 
for  them  to  turn  to 
newspapers.” 

-  TODD  SHIELDS 

AX  CONTINUES 
TO  COT  INI 

In  the  latest  round 
of  cost-cutting 
caused  by  the 
advertising  recession, 
London-based 
Reuters  Group  PLC 
announced  its  third 
job  reduction  in  a 
year  and  The 

-  i 
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Cincinnati  Enquirer  is 
offering  voluntary 
buyouts  to  about  30 
employees,  or  about 
3%  of  its  work  force. 

All  told,  Reuters  has 
announced  1,800  job 
cuts  globally  in  the 
past  year  —  1,100  in 
July,  500  in  October, 
and  200  on  Tuesday. 

At  Gannett  Co.  Inc’s 
Enquirer,  The  Associ¬ 
ated  Press  reported, 
the  newspaper  does 
not  have  a  specific 
goal  for  the  number 
of  early-retirement 
offers  to  be  accepted. 

-  LUCIA  MOSES 

‘EX'EMPIOYEES 
VOTE  FOR  ONION 

After  operating 
for  more  than  a 
year  without  unions. 
The  Examiner  in  San 
Francisco  must  bar¬ 
gain  with  its  prepress 
employees  after  the 
workers  recently  vot- ' 
ed,  15-5,  to  join  the  . 
local  chapter  of  the 
Graphic  Communica¬ 
tions  International 
Union  (GCIU). 

Barring  a  successful 
challenge  by  the 
newspaper  of  the  re¬ 
sults  of  the  Feb.  8 
representation  elec¬ 
tion,  GCIU  Local  4N 
will  bargain  on  behalf 
cf  25  prepress  em¬ 
ployees.  “We’re  hop¬ 
ing  the  employer  does 
not  want  to  fight  us 
on  this,"  said  Tony 
Sangervasi,  secretary- 
treasurer  of  Local  4N. 

Examiner  Publisher 
Florence  Fang  did  not 
return  calls  seeking 
comment  about  the 
union  vote  or  whether 
the  newspaper  plans 
to  challenge  it. 

-  JOE  STRUPP 


Superior  Court  Judge 
Peter  Lauriat  punished 
the  reporter  by  issuing  a 
contempt  sanction 
against  the  Globe, 
essentially  finding 
the  paper  liable  for 
damages  against  Ayash 
because  it  refused  to 
comply  with  his  order. 
The  contempt  sanction 
even  denied  the 
paper  the  right  to 
enter  evidence  in  its 
defense. 

But  a  trial  still 
had  to  consider 
defamation  charges 
against  the  hospital 
(for  disclosing 
details  about  the 
incident),  as  well  as 
determine  what 
damages,  if  any, 
should  be  assessed 
against  the  Globe  and 
reporter  Knox. 

That  trial  began  Jan. 

7  and  ended  last  week 
when  a  Suffolk  County' 
jury  awarded  Ayash 
$4.2  million  —  half 
coming  from  the  Globe 
and  Knox,  the  other 
half  from  the  hospital. 
Damages  will  actually 


amount  to  more  than 
$7  million  with  interest 
dating  back  to  1996 
when  the  suit  was  filed. 

Globe  executives, 
who  plan  to  appeal 
the  award,  say  it  is 
improper  because  they 
were  never  allowed  to 
defend  themselves 
against  the  libel  claim 


the  paper  entered 
plenty  of  evidence  dur¬ 
ing  the  trial.  She  said 
the  jury  could  have 
awarded  no  damages  if 
jurors  believed  the 
Globe  was  not  at  fault. 
“It  is  so  disingenuous 
as  to  be  dishonest,” 
Lukey  said  of  the 
Globes  claims  of 


“We  are  hopeful  that  we 
will  prevail  and  that  we 
will  he  able  to  fully 
present  our  case.” 


after  Lauriat  issued  the 
contempt  sanction.  “We 
are  hopeful  that  we  will 
prevail  and  that  we  will 
finally  be  able  to  fully 
present  our  case,”  Globe 
Publisher  Richard  H. 
Gilman  said  in  a 
statement.  Wilkinson 
said  the  prior  judge’s 
ruling  of  liability  by  the 
paper  likely  prejudiced 
the  jury.  “It  was  tough 
to  defend  against  that,” 
she  said. 

Lukey,  however,  said 


—  RICHARD  H.  GILMAN 

TkE  Boston  Globe 

feeling  defenseless.  pr 

As  the  case  headed  tis 

toward  appeals,  it  w'as  or 

clear  that  the  outcome  be 

could  impact  future 
libel  cases  by  dis-  fo: 

couraging  confidential  Ei 

sourcing.  si( 

“If  this  is  allowed  to  a ) 

stand  and  it  spreads  to 
other  jurisdictions,  it  on 

will  have  a  negative  is 

effect  on  journalism,”  wi 

said  Amy  Ginensky,  a  ca 

libel  attorney  in  bl; 

Philadelphia.  “Sources  ve 


will  be  reluctant  to 
speak  off  the  record.” 

Lucy  Dalglish, 
executive  director  of  the 
Reporters  Committee 
for  Freedom  of  the 
Press,  agreed.  “We’re 
going  to  see  more  of  it,” 
she  predicted,  referring 
to  ftiture  confidential 
source  crackdowns. 

Bruce  Sanford,  a 
£  Washington-based 
attorney,  said  the 
size  of  the  aw  ard 
“reminds  people 
of  the  draconian 
results  that  can 
happen  when 
newspapers  try  to 
preserve  the  confiden¬ 
tiality  of  sources.  News 
organizations  will 
become  more  cautious.” 

Knox,  now'  a  reporter 
for  NPR  in  Boston,  told 
the  judge’s  deci¬ 
sion  to  punish  him  “sets 
a  very  bad  precedent.” 

But  Lukey  pointed 
out  that  Massachusetts 
is  one  of  only  19  states 
with  no  shield  law.  The 
case,  she  said,  “is  proba¬ 
bly  not  going  to  be  uni¬ 
versally  applicable.”  B 


Wolman  climbs  rung  on  AP  ladder 


BY  TODD  SHIELDS 

WASHINGTON 

IN  ELEVATING  JONATHAN  P.  WOLMAN  TO 
senior  vice  president.  The  Associated  Press 
has  ignited  speculation  that  he  soon  will 
replace  longtime  AP  CEO  and  President  Louis  D. 
Boccardi,  who  turns  65  in  August.  In  a  recent 
e-mail  message  to  AP  executives,  however, 
Boccardi  said  he  would  serve  past  his  birthday, 
but  he  did  not  say  for  how  long.  He  has  been  CEO 
and  president  since  1985. 

Wolman,  51,  was  vice  president  and  executive 
editor  —  the  AP’s  top  news  executive  —  since  May 
2000.  He  became  managing  editor  in  1998  after 
10  years  as  Washington  bureau  chief.  His  promo¬ 
tion,  AP  Vice  President  Kelly  Smith  Tunney,  the 
news  cooperative’s  top  spokeswoman,  told  E^P, 
“was  not  done  to  say,  This  is  the  heir  apparent.’” 

Boccardi  “has  made  absolutely  no  hints  about 
retiring,”  Tunney  added.  “Lou’s  very  much  presi- 


dent  of  the  AP  and  will  be 
\  for  some  time.” 

m  I  Boccardi,  in  his  Feb.  8 

I  e-mail  message  to  bureau 
^  aRV  chiefs  and  other  executives, 
A.  board  at  its 

J anuary  meeting  “asked  that 
Jon  be  given  some  assign- 
HBB.  ments  outside  of  the  news, 

Jonathan  P.  Wolman  ^nd  that  is  what  we  are 
The  Associated  doing.” 

Press  One  member  of  AP’s  24- 

member  board  told  E^P, 
“There’s  been  no  decision  about  Lou,  his  replace¬ 
ment,  or  any  of  that.”  However,  the  member  said, 
“I  think  we  have  a  responsibility  to  look  down  the 
road.  But  there’s  no  time  frame.” 

A  new  executive  editor  will  soon  be  appointed, 
Boccardi  said,  and  the  news  department  will 
report  to  Wolman.  B 
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CALENDAR 


MARCH 

INMA 
Customer- 
Relationship 
Marketing  Workshop, 
International  News¬ 
paper  Marketing  Asso¬ 
ciation,  Renaissance 
Scottsdale  Resort, 
Scottsdale,  Ariz. 

M  National 
Computer- 
Assisted  Reporting 
Conference,  Investi¬ 
gative  Reporters  and 
Editors,  National 
Institute  for  Computer- 
Assisted  Reporting, 
and  The  Philadelphia 
Inquirer,  DoubleTree 
Hotel,  Philadelphia 

ir  in  lAPA Midyear 
lu  lu  Meeting,  Inter 
American  Press 
Association,  Casa  de 
Campo,  La  Romana, 


Dominican  Republic 


1M9 


Mid-Atlantic 
NAME  March 
Conference,  Mid- 
Atlantic  Newspaper 
Advertising  and 
Marketing  Executives, 
Emerald  Pointe  Resort 
&  Conference  Center, 
Lake  Lanier  Islands,  Ga. 


APRIL 

3_nCNBAM 
0  National 
Conference,  College 
Newspaper  Business 
and  Advertising 
Managers,  Hyatt 
Regency,  Denver 


Pointe  Hilton  Tapatio 
Cliffs  Resort,  Phoenix 


Z8-1 


9-lZi 


NAA  Annual 
Convention, 
Newspaper  Association 
of  America,  Hilton 
New  Orleans  River¬ 
side,  New  Orleans 


Z0-Z3 


NNA  41st 
Government 
Affairs  Conference, 
National  Newspaper 
Association,  Hyatt 
Regency  Capitol  Hill, 
Washington 


I ASNE  Conven- 
.  tion,  American 
Society  of  Newspaper 
Editors,  JW  Marriott 
Hotel,  Washington 


Z8-1 


Z1-Z6 


Z5-Z8 


America  East/ 
New  Media 
World,  America  East, 
Editor  ^  Publisher, 
and  13  state  press 
associations,  Hershey 
Lodge  and  Convention 
Center,  Hershey,  Pa. 


API  Photo- 
I  journalism 
Seminar,  American 
Press  Institute, 
National  Press  Photog¬ 
raphers  Association, 
Reston,  Va. 


Z7-3B 


SABEW 
Annual 
Convention,  Society 
of  American  Business 
Editors  and  Writers, 


ONO  Annual 
Meeting,  j 

Organization  of  News  j 
Ombudsmen,  Hilton  i 
Hotel,  Salt  Lake  City  j 

I 

on  AP  Annual 
LU  Meeting  and 
Luncheon,  The  j 

Associated  Press, 

Hilton  New  Orleans 
Riverside,  New  Orleans 

NOTE:  To  list  events,  j 
please  e-mail  to 
calendar@  editorand 
publisher.com  or  fax 
to  (646)  654-5370. 


The  ‘Post’  tries  to  hook  new  readers 


BY  WAYNE  ROBINS 

IT’S  CUTER  THAN 

the  CareBears, 
more  tender  than 
the  Teletubbies,  and 
almost  as  much  fun  as 
watching  U.S.  Sen. 
Mitch  McConnell, 
R-Ky.,  swallow  cam¬ 
paign-finance  reform. 

It’s ...  The  Washington 
Post?  Actually,  it’s  a  new 
Post  advertising  cam¬ 
paign  that  began,  not 
coincidentally,  on  Valen¬ 
tine’s  Day.  Behind  the 
slogan  “If  it’s  important 
to  you,  it’s  important  to 
us,”  this  hallmark  of 
hardball  journalism 
wants  to  get  cuddly  with 


readers,  new  and  old. 

■We  want  to  be  more 
inviting,  especially  to 
people  who  think  we’re  a 
monolithic  institution,” 
said  Steve  Hills,  the 
Post's  vice  president  for 
sales  and  marketing. 

‘We  wanted  to  be  more 
approachable  to  all 
kinds  of  people  who 
aren’t  necessarily  real 
news  junkies.  We’re 
saying,  ‘Don’t  be  intimi¬ 
dated  by  the  Post.’” 

The  campaign,  which 
will  run  in  the  Post  and 
on  Washington  area  TV, 
radio,  and  billboards, 
uses  wit,  whims>',  and  a 
kind  of  self-deprecation 


that  was  not  abundant 
in  the  Ben  Bradlee  era 
to  appeal  to  emotion 
as  much  as  intellect. 
"Many  people  who  live 
here  are  not  directly 
involved  in  traditional 
Washington,”  said 
Bruce  Gifford, 
creative  director  of 
Arnold  Worldwide, 
the  McLean,  Va.- 
based  ad  agency 
that  created  the 
campaign. 

The  first  house  ad 
Thursday  was  a  double¬ 
truck  spanning  pages 
A16-A17,  with  a  big  color 
photo  of  a  fish  on  a  hook 
and  a  list  of  eight 
arguably  fish-related 
items  that  had  run  in  the 
Post  in  the  last  year  or  so. 


Are  they  biting  in  the  'burbs? 

The  list  includes  not 
only  such  trademark 
Post  stories  as  “Canada 
Disputes  Fishing 
Rights”  but  also  “Mar¬ 
riage  Announcements” 
—  another  way  of 
getting  hooked.  II 


METRO’ RBIL3 
OR  NEW  TRACK 

Philadelphia 
Metro,  which 
started  two  years 
ago  as  a  free  paper 
for  transit  riders,  is 
increasingly  showing 
up  elsewhere. 

Copies  of  the  quick- 
read  tab  were  deliv¬ 
ered  to  100,000 
suburban  homes 
twice  in  the  past 
month  in  an  effort  to 
attract  readers  and 
advertising.  Overall, 
its  free  distribution 
stands  at  150,000, 
roughly  even  with 
two  years  ago. 

In  Metro’s  early 
days,  most  copies 
were  distributed  via 
the  Southeastern 
Pennsylvania  Trans¬ 
portation  Authority 
system.  Today,  nearly 
half  its  copies  are 
picked  up  in  office 
buildings,  schools, 
and  other  locations. 

-  LUCIA  MOSES 

HEARBT'SUNIT 
HAS  NEW  HEAD 

The  Hearst  Corp. 

of  New  York 
promoted  Kenneth  A. 
Bronfin  from  deputy 
group  head  to 
president  of  Hearst 
Interactive  Media  on 
Thursday.  He  replaces 
Alfred  C.  Sikes,  who 
became  a  consultant 
for  Hearst  Dec.  31. 

The  interactive 
division  will  continue 
to  make  investments 
in  Internet  and  tech- 
nol(^  companies, 
and  work  to  leverage 
technology  across 
Hearst’s  various  units. 
-  CARL  SULLIVAN 
m  O 
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Dirks,  Van  Essen  &  Murray 


CALIFORNIA 
Pat  Mitchell,  president  and  CEO  of  the 
Public  Broadcasting  Service,  elected  to 
the  board  of  directors  of  San  Jose-based 
Knight  Ridder. 


MICHIGAN 

Chris  lott  to  sports  editor  of  the  Jackson 
Citizen  Patriot  from  editor  of  The  Daily 
Telegram  in  Adrian.  lott  succeeds  Chuck 
Charlson. 


NEWSPEOPLE®  EDITORANDPUBLISHER.COM 

CALIFORNIA 

Tracy  Rafter 

Tracy  Rafter,  37,  has  been  named  to  the 
newly  created  position  of  senior  vice  president 
of  advertising  and  marketing  for  the  Los 
Angeles  Newspaper  Group  (LANG).  She  had 
been  co-owner  of  the  weekly  Valley  Times  in 
Milton-Freewater,  Ore.  Rafter  previously 
served  as  publisher  of  several  Journal  Regis¬ 
ter  Co.  papers.  MediaNews  Group  Inc.’s  LANG  consists  of  eight 
California  dailies,  including  the  Los  Angeles  Daily  News  and  the 
San  Bernardino  County  Sun.  —AnaMantica 


BY  JAMIE  SANTO 


NEW  JERSEY 
Gerri  Guld  to  general  manager  for  the 
Princeton  Packet  Inc.,  a  Princeton-based 
group  of  14  nondaily  papers,  from 
director  of  marketing. 


SOUTH  CAROLINA 
David  Mark  Wilson  to  regional  advertising 
director  for  Media  Gieneral  Inc.’s  South 
Carolina  community  newspapers  from 
advertising  sales  manager  at  the  Morning 
News  in  Florence.  Wilson,  who  will  be 
based  at  the  Morning  News,  succeeds 
Rick  Martin,  now  general  manager  of  the 
Independent  Tribune  in  Concord,  N.C. 


VIRGINIA 

Frank  Spasoff  to  director  of  internal  audit 
for  Gannett  Co.  Inc.  in  McLean  from 
director  of  accounting  and  business  advi¬ 
sory'  service  for  PricewaterhouseCoopers 
LLP.  He  succeeds  Myron  Maslowsky,  now 
vice  president  of  finance  for  USA  Today. 


Family  files  $500,000  wron^l  doath 
suit  against  Commission  on  Aging  "V". 


;  —  INDIANA 

I  j  Gregory  A. 

I  '  Johnson 

i  to  vice  president 

of  finance  and 
chief  financial  of¬ 
ficer  for  Fort  Wayne  Newspapers 
Inc.,  the  joint  operating  agency  of 
The  Journal  Gazette  and  The 
News-Sentinel,  from  chief  finan¬ 
cial  officer  at  The  Monterey 
County  (Calif.)  Herald.  He  suc¬ 
ceeds  John  Kovatch,  now  vice 
president  for  finance,  adminis¬ 
tration,  and  technology  and  chief 
financial  officer  at  the  Akron 
(Ohio)  Beacon  Journal. 


Community  Newspaper  Holdings,  Inc, 

has  sold 


Jackson  (WV)  Herald 

(4,795  weekly  circulation) 

Jackson  (WV)  Star  News 

(3,100  weekly  circulation) 


New  West  Newspapers,  Inc. 

of  Carson  City,  Nevada 

We  are  pleased  to  have  represnted 
Community  Newspaper  Holdings,  Inc.,  in  this  transaction, 


II9  EAST  MARCY  STREET  SUITE  100  SANTA  FE,  NM  8750I  TEL:  505.82O.27OO  FAX:  505.82O.29OO 
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EDITORIALS 

MTOWUUIBIUI 

Newspapers  have  proven  their  case  against  the  government  ban 
on  media  cross  ownership.  Now,  it’s  the  FCC’s  turn  to  get  over  it. 

O 


N  Friday,  the  Federal 
Communications  Commis¬ 
sion  (FCC)  finally  closed  the 
period  for  receiving  written 
arguments  in  its  review  of  the  27-year-old 
regulation  against  owning  a  newspaper 
and  a  broadcast  operation  in  the  same 
market.  Beleaguered  “public  interest” 
lobbyists  had  managed  to  get  the  period 
extended  for  an  extra  six  weeks,  saying  they 
were  overwhelmed  by  the  material  filed  by 
newspapers  and  TV  groups. 

That’s  easy  to  imagine.  It  must  be 
difficult  indeed  to  think  up 
reasons  to  retain  a  ban 
that  never  had  much  logic 
behind  it  even  in  the  days 
when  TVs  depended  on 
rabbit  ears  for  their 
reception  —  and  which 
has  been  rendered  so 
utterly  anachronistic  by 
tbe  explosion  of  cable  and 
satellite  TV,  home  video, 
and  the  Internet.  The  comment  period  is 
closed,  and  so  is  the  case  against  the 
cross-ownership  ban. 

As  this  w’eek’s  cover  story  reminds  us, 
newspapers  are  already  thinking  of  what 
will  happen  after  the  cross-ownership 
barriers  fall.  All  in  all,  it’s  a  prett>' 
reassuring  picture,  even  for  those  media 
conspiracy  theorists  who  see  every 
newspaper  company  purchase  or  sale  as  a 
portent  of  the  apocalypse.  Publishers 
plainly  are  not  greedily  eyeing  this 
potential  opening  as  a  broadcast  land  rush, 
let  alone  as  an  opportunity  to  drown  out 
the  diverse  voices  of  their  hometowns. 

Instead,  they  are  drawing  up  plans  to  do 
what  they  do  best  —  sell  local  news  by  beef¬ 
ing  up  the  anemic  rip-and-read  journalism 


It  must  be  hard 
to  think  up 
reasons  to  retain 
a  harebrained 
ban  as  outdated 
as  rabbit  ears. 


served  up  by  most  TV  outlets.  Indeed,  all 
over  America,  e\'en  in  markets  as  large  as 
St.  Louis,  TV  stations  are  not  bothering  to 
offer  local  news  programs  anymore.  That’s 
a  very  unlikely  scenario  at  any  station 
where  the  local  newspaper  is  in  charge.  Not 
only  has  the  cross-ownership  ban  faUed  in 
preserving  local  TV  news  —  it  also  actively 
mitigates  against  quality  news  program¬ 
ming  in  some  markets.  Because  of  the 
screwy  way  the  cross-ownership  ban  is 
being  enforced  in  Florida,  for  instance,  the 
Tribune  Co.  is  forbidden,  by  federal  decree, 
from  using  the  300-plus 
journalists  in  its  South 
Florida  Sun-Sentinel 


newsroom  as  a  news 
resource  for  its  Miami 
station.  So  WBZL-TV 
viewers  get  a  prepackaged 
program  that’s  recycled  on 
two  other  stations. 

Like  most  protectionist 
measures,  the  cross¬ 
ownership  regulation  was  a  failure  in 
policy  and  practice.  When  Richard  Nixon 
first  proposed  this  crackdown  on  news¬ 
papers  owning  TV  and  radio  stations,  he 
was  acting,  no  doubt,  as  much  for  his  own 
dark  reasons  as  out  of  any  concern  about 
preserving  media  diversity.  Nearly  three 
decades  later,  it  remains  a  cudgel  —  but  one 
wielded  in  an  increasingly  arbitrary  manner 
that  whacks  some  papers  and  waives 
others.  Always,  though,  it  keeps  news¬ 
papers  at  an  economic  disadvantage  that  is 
all  the  more  galling  as  the  FCC  continually 
loosens  its  restrictions  on  TV  and  radio. 

Enough.  The  FCC  has  the  facts  now  — 
and  no  excuse  for  keeping  this  ban  in  place 
one  minute  more  than  the  time  it  takes  to 
get  the  paperwork  processed. 
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Putti 


With  reform  or  repeal 
of  FCC’s  cross-ownership  ban 
on  the  horizon,  media  combos  look 
to  make  beautiful  music:  Ka-ching! 


BY  MARK  FITZGERALD  AND  LUCIA  MOSES 

The  last  time  newspaper  companies  could  Rou¬ 
tinely  own  radio  or  TV  stations  in  the  same  market 
where  they  published  a  paper,  Barnahy  Jones,  Chico 
and  the  Man,  and  Marcus  Welby,  M.D.  were  the  top 
shows  on  TV’s  only  three  networks  and  Silver  Con¬ 
vention  reached  No.  1  on  the  radio  charts  with  “Fly,  Robin,  Fly.” 

Now  it  increasingly  looks  as  if  the  Federal  Communications  Com¬ 
mission  (FCC)  regulation  against  same-market  cross  ownership  of 
newspaper  and  broadcast  is  headed  for  the  shredder  of  media  dereg¬ 
ulation.  FCC  Chairman  Michael  K.  Powell  is  loudly  skeptical  about 
the  utility  of  the  ban,  and  the  review  he  ordered  is  the  best  shot  at 
!  eliminating  the  ban  in  the  nearly  27  years  since  it  was  imposed. 


A  decision  may  come  as  early  as  midyear. 

So  what  are  newspapers  to  make  of  this 
new  opportunity  at  a  time  when  the  Gilmore 
Girls  are  the  toast  of  something  called  The 
WB  network  and  the  radio  dial  is  fragment¬ 
ed  into  formats  chasing  niche  audiences  with 
everything  from  potty-mouthed  drive-time 
talkers  to  contemporary  Christian  music? 

The  short  answer  is  that  no  one  knows  — 
but  just  about  everybody  has  an  opinion. 

And  if  newspaper  companies  are  generally 
loath  to  talk  publicly  about  their  plans  for  a 
post-repeal  era,  well,  the  ubiquitous  ana¬ 
lysts,  observers,  and  other  media  chatterers 
are  already  busy  filling  in  the  blanks. 

Some  of  that  speculation  resembles  a 
slam-dunk  certainty:  Is  there  anyone  who  „ 
thinks  the  Tribune  Co.  does  not  want  an  > 

Orlando  TV  station  to  go  with  its  Orlando  I 
Sentinel  newspaper  in  America’s  theme-  * 
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park  capital  in  Florida?  Other  scenarios  are 
a  little  more,  shall  we  say,  tenuous,  as  if  they 
were  spun  out  by  the  writers  who  created 
Ally  McBeaTs  alternative-reality  law  firm. 

The  most  aggressive  players  will  probably  ! 
be  publicly  owned  newspaper  companies 
that  already  own  TV  and/or  buy  into  con¬ 
vergence,  and  have  the  money  to  pursue  it. 

“Newspapers  are  absolutely  going  to  be 
seeking  acquisitions,”  says  Owen  Van  Essen,  i 
president  of  the  active  newspaper  broker  I 
firm  Dirks,  Van  Essen  &  Murray  in  Santa 
Fe,  N.M.  “On  average,  newspaper  balance 
sheets  are  much  healthier  than  the  balance  i 
sheets  of  broadcasters,  which  are  more 
«  heavily  leveraged.” 

]  This  is  not  entirely  uncharted  territory, 

2  of  course.  Even  with  the  cross-ownership 
t  restrictions,  some  newspapers  have  plenty  of 


operations  —  thanks  to  and  privately  making 

waivers,  a  grandfather  [  j  ~  overtures  to  potential 

clause,  and  the  eight-  trading  partners, 

year  lives  of  broadcast  |  '—W  When  broadcasters 

licenses.  Belo  and  Cox  |  ^  i  V  ^  were  freed  in  1999  to 

Enterprises  Inc.  both  j  x  buy,  under  certain 

publish  and  broadcast  in  i  ■  -i  ^  t  I  /  circumstances,  a 

their  headquarters  cities  j  ^  ^  mIL':  second  TV  outlet  or  as 

(Dallas  and  Atlanta,  [  ^  many  as  eight  radio 

respectively).  Media  - ''  stations  in  a  single 

General  Inc.  has  turned  market,  the  develop- 

The  Tampa  Tribune,  ment  touched  off  a 

WFLA-TV,  and  f^gjj2y  that  was  part 

TBO.com  into  a  showplace  of  media  conver-  land  rush  and  part  gold  rush.  Clear  Channel 
gence.  And  Gannett  Co.  Inc.  is  increasing  Communications,  for  example,  expanded  to 
the  ties  between  its^mona  Republic  and  its  a  staggering  1,170  stations  in  47  of  the  top 
NBC  affiliate  in  Phoenix,  KPNX-TV.  50  markets,  and  its  stock  price  soared. 

Tribune  still  operates  the  WGN  radio  Nobody  believes  newspaper  holdings 

and  TV  stations  it  created  decades  ago  in  or  values  will  climb  like  that.  The  most 
Chicago.  Thanks  to  its  acquisitions  of  the  popular  scenario  envisions  a  flurry  of  news- 

Times  Mirror  Co.  and  the  Renaissance  paper/TV  station  swaps  between  news- 

Communications  Corp.,  Tribune  owns  TV  '  paper  companies  because,  unlike  outright 
stations  as  well  as  newspapers  in  New  York,  acquisitions,  they  can  be  done  tax-free. 

Los  Angeles,  Miami/Fort  Lauderdale,  and  Most  of  the  Gutenberg  boys  and  girls  in 

Hartford,  Conn.  It  is  operating  the  Miami  the  print  world  see  newspapers  being  the 

station,  WBZL-TV,  under  an  FCC  w'aiver  [  buyers  rather  than  the  bought.  It  makes 
that  forbids  it  from  combining  news  opera-  classic  economic  sense:  Slow-growth 

tions  with  its  South  Florida  Sun-Sentinel  in  mature  industries  traditionally  go  after 
Fort  Lauderdale.  The  licenses  of  the  other  younger,  faster-growing  businesses, 
stations  have  not  yet  come  up  for  review.  History  is  on  the  side  of  newspapers  in 

The  enthusiasm  for  convergence  is  catch-  another  way,  says  Newspaper  Association  of 
ing  even  among  chains  that  don’t  yet  have  a  America  CEO  and  President  John  F.  Sturm: 

cross-ownership  situation.  “Media  General  “Newspapers  have  a  long  history  of  cross 

in  Tampa  and  Tribune  in  Chicago  proved  it  ownership,  but  you  don’t  see  any  meaning- 
can  be  done,”  says  William  Dean  Singleton,  fill  history  of  broadcasters  going  into  the 

whose  MediaNews  Group  Inc.  owns  a  TV  newspaper  business.”  Indeed,  broadcast  and 
station  in  Alaska  and  some  radio  properties  other  media  companies  have  been  rather 
in  the  Southwest.  “When  you  take  a  local  quick  to  dump  newspapers  they  have  come 

market  that  has  a  newspaper  and  Internet  to  own  as  part  of  an  acquisition  package, 

operation  and  add  to  it  a  TV  station  and  a  A  good  example  is  the  Walt  Disney  Co.’s 

couple  of  radio  properties,  and  then  you  quick  sale  of  the  former  Capital  Cities/ ABC 

consolidate  operations  into  one  newsroom,  newspapers.  “They  coughed  us  up  like  a 
one  sales  department,  one  accounting  hairball,”  a  former  Cap  Cities  executive 

department  —  one  everything  —  you  can  recalled  the  other  day.  Analysts  note,  too, 
leverage  your  news  coverage  across  that  broadcasters  seem  to  covet  mainly 

several  platforms.”  papers  they  have  little  chance  of  acquiring. 

Other  chains  aren’t  convinced.  Lee  such  as  The  New  York  Times  or  The 

Enterprises  Inc.  and  Pulitzer  Inc.,  to  name  Washington  Post. 

just  two,  jettisoned  their  TV  properties  to  Still,  broadcasters  should  not  be  counted 

buy  more  papers.  Other  critics  say  the  out.  Indeed,  even  now  —  well  before  the 

whole  notion  is  wrong-headed.  Newspapers  cross-ownership  issue  is  settled  —  there 
have,  for  all  practical  purposes,  infinitely  are  whispers  of  a  deal  in  the  works  that 
expandable  advertising  space  that  would  see  a  radio  company  swallow  up  a 

encourages  volume  discounting  (this  newspaper  chain, 

argument  goes),  while  broadcast  has  a  What  follows,  then,  are  some  scenarios 

limited  and  perishable  amount  of  time  i  for  the  post-cross-ownership-ban  media 

that  encourages  higher  rates.  j  landscape.  As  the  corporate  secretaries 

always  warn,  this  article  contains 

After  the  gold  rush  <  forward-looking  statements  that,  we 

Despite  all  the  doubts,  however,  the  game  j  would  add,  should  be  taken  along  with 
is  afoot.  Newspaper  CEOs  have  for  months  '  many  grains  of  salt.  But  while  you  do  that. 


3  experience  running  same-market  broadcast  1  been  mapping  out  acquisition  strategies  '  hold  on  to  your  hat. 
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Belo 


With  three  broadcast  duopolies  and  a  TV-newspaper 
combo  in  its  hometown  of  Dallas,  Belo  seems  a  logical  cross¬ 
ownership  player  in  a  deregulated  world.  The  company  is 
now  heavily  invested  in  the  Southwest  and  Northwest.  It 
would  like  to  get  a  TV  station  to  complement  The  Providence 
(R.I.)  Journal,  which  would  help  fill  out  the  company’s  East¬ 
ern  presence.  Belo  now  has  the  next-best  thing:  the  Journal 
already  has  a  virtual  cross-ownership  relationship  with  the 
NBC-owned-and-operated  station  there. 

The  other  option  is  to  sell  the  Journal,  which  would  be  attrac¬ 
tive  to  the  Tribune  Co.  or  New  York  Times  Co.  Belo,  with  $1.7 
billion  in  long-term  debt  at  the  end  of  last  year,  is  highly  lever¬ 
aged.  This  constrains  the  company  from  making  a  big  acquisi¬ 
tion.  It  also  could  dump  outlying  properties,  such  as  WVEC-TV 
in  Norfolk,  Va. 

Though  the  company  denies  it  will  sell,  it’s  widely  seen  as  a 
candidate  for  acquisition.  With  its  big-city  newspapers  and 
TV  stations,  it  would  be  a  nice  fit  \vith  companies  such  as 
Knight  Bidder  or  Tribune,  also  large-market  operators. 
Alternatively,  Belo  could  sell  its  TV  group  to  NBC,  which 
would  enhance  the  network’s  geographic  diversity. 


Cox  Enterprises  Inc. 


Family-owned  Cox  Enterprises,  which  has  newspapers  and 
TV  as  well  as  a  controlling  interest  in  cable  TV  and  radio 


companies,  already  enjoys  two  grandfathered-in  broadcast- 
newspaper  combos  in  Atlanta  and  Dayton,  Ohio,  and  would 
like  more.  As  shown  by  its  interest  in  the  Central  Newspapers 
Inc.  portfolio,  which  Gannett  Co.  Inc.  bought  in  2000, 
Atlanta-based  Cox  isn’t  averse  to  owning  big  markets. 

Cox  would  love  to  get  more  cross-ownership  combos 
through  acquisitions  or  tax-free  swaps  in  its  existing  markets, 
such  as  in  Texas,  where  its  Amtin  American-Statesman 
already  shares  resources  with  Belo’s  ABC  affiliate. 

That  doesn’t  mean  Cox  will  be  actively  shopping,  though.  In 
addition  to  coming  off  a  tough  2001,  Cox  is  still  digesting  a 
decade’s  worth  of  acquisitions  and  isn’t  in  a  “terribly  expansive 
frame  of  mind,”  says  Alex  Netchvolodoff,  senior  vice  president 
for  public  policy.  Cox,  however,  stands  ready  to  act  if  a  prop¬ 
erty  whose  price  and  location  are  right  becomes  available.  He 
expresses  doubt  that  Cox  would  find  a  TV  station  in  one  of  its 
newspaper  markets,  though.  “Is  there  one  for  sale?  Is  it  a  good 
deal?”  he  asks.  “Probably  ‘No’  for  both  of  those  questions.” 


Gannett  Co.  Inc. 


Gannett  is  pleased  with  the  results  of  its  2-year-old  cross 
ownership  in  Phoenix.  But  while  Gannett  is  acquisition- 
minded,  cross  ownership  isn’t  the  main  motivation  for 
Douglas  H.  McCorkindale,  chairman,  CEO,  and  president.  In 
any  case,  McCorkindale  recently  balked  at  the  prices  being 
asked  for  TV  and  radio  properties,  calling  discussions  with 
potential  newspaper  sellers  “more  realistic.” 


Hing  the  deck,  in  a  small  wav 


WHILE  IT’S  TRUE  THAT  MEDIA 

giants  will  write  most  of  the 
headlines  in  the  deal-making 
that  will  follow  deregulation,  many  smaller 
players  also  see  the  chance  to  own  print 
and  broadcast  in  the  same  market  as 
helping  secure  their  futures. 

Newspapers  are  the  logical  buyers  of 
broadcast  in  small-town  America,  says  Ray 
Carlsen,  executive  director  of  the  Inland 
Press  Association,  whose  800-plus  mem¬ 
ber  newspapers  are  mostly  in  the  small-  to 
medium-circulation  range.  “In  these  kinds 
of  markets,  the  newspaper  is  typically  the 
stronger  media  entity,”  he  points  out. 
Indeed,  in  almost  every  market,  news¬ 
papers  have  more  reporters  and  sales¬ 
people  out  on  the  street  than  all  their 
broadcast  competitors  combined. 

Among  the  small  media  chains  that  have 
been  handcuffed  by  the  cross-ownership 
ban  is  Scranton,  Pa.-based  newspaper  and 
radio  owner  Times-Shamrock  Communi¬ 
cations.  The  company  has  been  prohibited 
from  pursuing  radio  stations  that  overlap 
with  some  of  its  Pennsylvania  newspaper 


markets,  but  that  could  soon  change.  “Will 
we  do  anything?”  says  co-owner  William  R. 
Lynett,  whose  company  has  lobbied  hard 
to  lift  the  ban.  “Who  knows?  But  we’ve  nev¬ 
er  had  the  chance  to  explore  those  paths.” 

Dan  Simons,  director  of  new  ventures 
for  the  Lawrence, 
Kan.-based  World 
Co.,  argues  that 
repealing  the  ban 
may  be  crucial  to  the 
survival  of  family- 
owned  companies, 
such  as  his  own, 
that  operate  in  the 
shadow  of  giants  like 
Knight  Ridder.  The 
World  Co.  enjoys  the  benefits  of  cross 
ownership  at  its  Lawrence  JimTTiaZ-WbrZc? 
and  cable  TV  station,  but  has  been  barred 
from  expanding  further  into  broadcast  in 
Lawrence  and  in  northwestern  Colorado, 
where  it  owns  two  small  dailies. 

“As  a  112-year-old,  family-owned  com¬ 
pany,  we  need  to  look  at  every  single  tool  to 
stay  competitive,”  Simons  says.  Radio  or 


TV  could  be  one  of  those  tools,  he  says,  and 
the  ability  to  branch  out  “would  give  us  one 
more  leg  up  to  stave  off  the  competition.” 

Small-town  viewers  are  likely  to  be 
beneficiaries  of  an  end  to  the  cross- 
ovraership  barrier,  argues  MediaNews 
Group  Inc.  Vice  Chairman  and  CEO 
William  Dean  Singleton.  “In  many  small 
markets,  it  probably  saves  television,”  he 
says.  “Many,  many  small-market  stations 
are  eliminating  their  news  programs 
completely.  Joining  with  newspapers 
would  dramatically  strengthen  TV  news. 
Every  piece  of  the  puzzle  gets  stronger.” 

TV  may  be  out  of  many  small-paper 
publishers’  price  range,  but  radio  can  be 
a  natural  fit  with  their  papers,  which 
can  share  news  programming  and 
advertising-sales  efforts. 

But  one  expert  in  smaller-market  radio 
says  newspapers  could  as  easUy  be  the 
hunted  as  the  hunters.  “There  are  a  lot  of 
large  broadcast  groups  in  smaller  markets,” 
says  Jay  Mitchell,  editor  and  publisher  of 
“Small  Market  Radio  Newsletter”  (and 
the  owner  of  four  broadcast  properties), 
“and  I  would  say  there  is  just  as  much 
likelihood  they  would  acquire  papers  as 
the  other  way  around.” 

—  Luda  Moses  and  Mark  Fitzgerald 


William  R.  Lynett: 
Film  at  11? 
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Still,  Gannett  is  likely  to  look  at  creating  cross-ownership 
combos  in  its  existing  markets,  as  well  as  adding  newspapers. 
Gannett  is  a  logical  bidder  for  Granite  Broadcasting  Corp.’s 
WB  affiliate  in  Detroit,  although  Tribune  and  the  E.W. 
Scripps  Co.  might  be  willing  to  pay  a  higher  price. 

Whether  there’s  a  cross-ownership  gain  or  not,  Gannett  is 
big  enough  to  do  another  Central-size  deal.  Even  after  its 
recent  newspaper-buying  binge  in  the  United  States  and  the 
United  Kingdom,  the  company  has  room  for  more  debt. 
Names  that  continually  surface  are  pure-play  newspaper 
companies  Knight  Bidder,  the  McClatchy  Co.,  Lee  Enterpris¬ 
es  Inc.,  and  the  Journal  Register  Co.  A  favorite,  though,  is 
Pulitzer  Inc.,  which  overlaps  with  Gannett  in  Tucson  and 
Flagstaff,  Ariz.,  as  well  as  St.  Louis,  and  would  be  a  “wonder¬ 
ful  fit  for  them,”  says  Merrill  Lymch  analyst  Lauren  Rich  Fine. 

Another  way  to  go  is  out  of  the  TV  business  altogether.  If 
TV  ownership  caps  are  eased,  NBC  could  make  an  offer  for 
Gannett’s  13  NBC  affiliates,  which  would  give  the  network 
several  big-market  stations  and  the  Southern  presence  NBC 
currently  lacks. 

Alternatively,  Gannett,  headquartered  in  McLean,  Va., 
may  try  to  broaden  its  local  reach  by  going  back  to  radio  and 
outdoor  advertising,  businesses  it  exited  in  the  mid-1990s. 


Hearst  Corp. 


Hears!  obviously  sees  a  big  future  in  broadcasting.  Three 
years  ago,  the  New  York-based,  privately  held  media  con¬ 


glomerate  created  a  public  entity, 

Hearst-Argyle  Television  Inc.,  to 
house  its  growing  brood  of  stations. 

It  was  Hearst-Argyle,  for  instance, 
that  bought  Pulitzer’s  T\^  properties  in  one  fell  .swoop. 

Hearst  Newspapers  has  some  strong  papers  that  would  be 
real  powerhouses  with  TV  and  radio  in  their  mix.  The  Houston 
Chronicle,  the  San  Francisco  Chronicle,  and  the  San  Antonio 
Express-News  are  likely  to  be  looking  for  local  opportunities. 

But  Hearst-Argyle  could  be  that  rare  broadcaster  that  goes 
on  the  prowl  for  papers.  One  example:  Its  WMUR-TV  in 
Manchester,  N.H.,  is  a  news  powerhouse  with  a  national 
reputation  thanks  to  the  state’s  early  presidential  primaries. 
It  has  to  be  looking  at  The  Union  Leader  in  Manchester,  the 
state’s  800-pound  news  gorilla,  although  such  a  purchase 
w'ould  be  unlikely  under  its  current  form  of  ownership. 

Knight  Ridder 

Skeptical  of  cross  ownership’s  revenue  benefits,  Knight 
Ridder  Chairman  and  CEO  Tony  Ridder  is  more  interested  in 
buying  newspapers  than  TV’  outlets.  By  allying  its  newspapers 
with  local  TV’  stations,  he  reasons,  Knight  Ridder  shares  in 
the  benefits  of  TV’  without  the  burden  of  ownership. 

As  for  new  spapers,  Belo,  McClatchy,  and  the  Seattle  Times 
Co.  are  logical  takeover  targets.  But  with  its  coveted  metro 
papers  and  no  controlling  block  of  shareholders  to  prevent  a 
sale,  Knight  Ridder  is  considered  more  likely  to  sell  than  buy. 
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Gannett,  which  has  been  buying  bigger  papers  lately,  could 
still  be  hungry  for  more.  Alternatively,  Knight  Bidder  could 
match  up  with  a  company  that  has  cross-ownership  aspira¬ 
tions.  Knight  Bidder  and  Tribune's  co-ownership  of  online  job 
site  CareerBuilder  could  be  seen  as  a  natural  step  toward  a 
union,  while  others  have  speculated  that  Bupert  Murdoch’s 
News  Corp.  could  be  a  bidder. 


both  Los  Angeles  and  the  San  Francisco  Bay  Area,  but  it  won’t 
be  broadcasting  there.  ‘Well  be  doing  this  market  by  market,” 
he  says.  “There  will  be  some  markets  where  we  probably  will 
buy  and  others  where  we’ll  partner  with  a  broadcaster.” 

4  Morris  Communications  Corp. 


Landmark  Communications  Inc. 


In  addition  to  launching  the  paper  that  would  become  the 
chain’s  hometown  flagship.  The  Virginian-Pilot  in  Norfolk, 
Landmark  founder  Samuel  L.  Slover  owned  the  first-ever 
radio  station  in  Virginia. 

That  influence  is  still  felt  in  the  company’s  corporate 
culture.  Landmark  began  investing  in  cable  TV  way  back  in 
1963,  when  other  companies  were  offering  improved  rooftop 
antennas.  It  created  The  Weather  Channel  to  general  guffaws 
from  other  cable  programmers  —  who  have  since  watched  it 
grow  like  a  thunderhead. 

Bight  now.  Landmark  owns  only  two  TV  stations,  but  it 
would  seem  a  natural  buyer  of  broadcast  properties  in  some 
of  the  smaller  markets  its  serves,  especially  in  fast-growing 
New  Mexico. 


William  S.  “Billy”  Morris  III  is  one  of  the  newspaper  indus¬ 
try’s  most  outspoken  opponents  of  the  cross-ownership  ban, 
but  the  chairman  and  CEO  didn’t  build  privately  held  Morris 
Communications  to  its  present  powerful  position  by  blabbing 
about  his  plans.  Morris  is  happy  to  blast  an  “anachronistic” 
rule  whose  removal  “will  put  newspapers  on  a  level  playing 
field  with  other  media.”  And  what  would  Morris  Communi¬ 
cations  do  on  a  level  playing  field?  “We  are  optimistic  and 
enthusiastic  about  the  future  in  a  more  equitable  market¬ 
place,”  he  deadpans  in  an  e-mail  statement. 

If  it  is  so  inclined,  the  Augusta,  Ga. -based  company  could 
be  a  convergence  powerhouse  in  smaller  markets,  especially 
those  of  the  Plains  states  dailies  in  its  Stauffer  Communica¬ 
tions  Corp.  group  and  the  Georgia  dailies  in  its  Southeastern 
Newspapers  Corp.  group.  Is  Billy  Morris  saying  the  company 
is  so  inclined?  “I  think  you  can  look  at  the  word  ‘optimistic’  in 
his  statement,”  a  Morris  representative  helpfully  offers. 


Media  General  Inc. 


New  York  Times  Co. 


Few  companies  have  more  at  stake  in  the  repeal  of  the 
cross-ownership  ban  than  Media  General  in  Bichmond,  Va. 
Cross-pollination  is  happening  in  Tampa,  Fla.,  and  five  other 
Southeastern  markets  where  the  company  owns  print  and 
broadcast,  and  Chairman  and  CEO  J.  Stewart  Bryan  III  could 
be  forced  to  give  up  his  cross-ownership  properties  if  the  ban 
still  stands  when  the  station  licenses  begin  to  expire  in  2004. 

More  likely,  though.  Media  General  will  be  able  to  contin¬ 
ue  to  practice  convergence  while  looking  for  strategic  trades 
to  add  more  cross-ownerships  in  the  Southeast.  Analysts  sug¬ 
gest  Media  General  might  sell  its  20%  stake  in  The  Denver 
Post  or  its  outlying  TV  stations  in  the  Midwest  to  raise  cash 
for  acquisitions.  If  TV  ownership  caps  are  eased.  Media  Gen¬ 
eral’s  CBS  affiliates  would  be  attractive  to  the  CBS  network. 

4  MediaNews  Group  Inc. 

MediaNews  Group  Vice  Chairman  and  CEO  William  Dean 
Singleton  is  a  big  believer  in  the  potential  of  media  convergence 
—  but  don’t  expect  his  Denver-based  chain  to  jump  into  same- 
market  TV  Avith  both  feet  simply  because  the  Federal  Commu¬ 
nications  Commission  (FCC)  spikes  its  cross-ownership  rule. 

“I  would  see  us  buying  some  TV  in  our  local  markets,”  he 
says.  “We’ll  probably  buy  two  or  three  or  four  and  give  it  a 
chance  to  work.  For  us,  it’ll  be  more  of  a  rollout  than  a  land 
rush.  This  isn’t  a  situation  where  you  have  to  do  it  all  at  once. 
Well  try  it  and  see  how  it  works.”  In  fact,  Singleton  is  already 
trying  it,  learning  the  TV  business  with  a  station  in  Aleiska 
and  radio  with  a  handftil  of  stations  in  the  Southwest. 

Just  as  MediaNews  hunts  for  value  in  its  newspaper  acqui¬ 
sitions,  it  won’t  be  busting  its  budget  should  it  move  into  TV. 
MediaNews  owns  metros  and  clusters  of  smaller  dailies  in 


Ever  since  the  New  York  Times  Co.’s  $l.l-billion  acquisi¬ 
tion  of  The  Boston  Globe  and  its  parent  Affiliated  Publications 
Inc.  in  1993,  analysts  have  expected  big  things  of  the  Times 
Co.  —  and  buying  a  minority  share  of  the  Bed  Sox  doesn’t 
qualify.  At  a  recent  meeting  with  analysts,  CEO  and  President 
Bussell  T.  Lewis  said  he  didn’t  “particularly  see  anything 
down  the  road,”  as  far  as  larger  acquisitions  go  —  but  that  if 
the  FCC  does  indeed  lift  the  cross-ownership  restriction,  well, 
“that  will  provide  some  scrambling  of  the  eggs,  so  to  speak, 
out  in  the  marketplace  [for]  TV  stations  and  newspapers.” 

Lewis  served  notice  that  the  Times  Co.,  owner  of  eight 
network-affiliated  TV  stations  —  as  well  as  two  radio  stations 
right  in  New  York  —  could  be  a  buyer  or  a  seller  in  a  post¬ 
repeal  market.  “We  would  be  interested  in  anything  at  a 
financicdly  sensible  price,”  Levns  said. 

A  New  York  TV  station  may  appear  for  a  “sensible”  sale 
price  about  as  often  as  a  New  York  apartment  becomes  avail¬ 
able  at  a  sensible  rent  —  but  the  Times  Co.  covers  a  lot  of 
ground  and  deals  are  sure  to  be  offered.  One  question:  Would 
its  regional  group,  with  papers  in  a  number  of  attractive 
Southern  markets,  be  a  buyer  or  seller  in  the  new  market? 


The  E.W.  Scripps  Co.,  headquartered  in  Cincinnati,  has 
transformed  itself  from  a  newspaper  chain  into  a  diversified 
media  company  with  a  fast-growing  cable-network  business, 
but  is  a  small  player  in  both  print  and  broadcast.  Deregula¬ 
tion  will  provide  the  company  an  opportunity  to  increase 
market  share,  most  likely  through  swaps  in  its  midsize 
newspaper  markets,  such  as  Memphis  and  Knoxville,  Tenn. 
Potential  trading  partners  are  Gannett  and  Media  General, 


^  E.W.  Scripps  Co. 
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which  operate  similar-size  properties  in  overlapping  markets. 

If  the  FCC  were  to  lift  its  ban  on  the  ownership  of  two  top 
TV  stations  in  the  same  market  —  at  the  same  time  it 
jettisoned  its  cross-ownership  rule  —  CEO  and  President 
Kenneth  W.  Lowe,  who  comes  tfom  a  broadcast  background, 
would  like  to  load  up  on  duopolies  while  diversifying  the 
company’s  TV  portfolio,  which  gets  a  heavy  share  of  its 
revenue  from  the  ABC  network. 

One  opportunity  is  in  Detroit,  where  Granite  Broadcasting 
is  shopping  its  WB  affiliate.  Elsewhere,  Scripps  could  sell  its 
ABC  stations  in  Phoenix  and  Baltimore  —  logical  buyers  are, 
respectively,  Gannett  and  Tribune,  which  already  own  TV 
and/or  print  in  those  markets. 

The  company  is  considered  unlikely  to  sell  its  newspapers, 
but  one  scenario  calls  for  Scripps  to  spin  off  its  broadcast  and 
highly  coveted  cable  nets  in  a  stock  or  asset  swap  and  take  the 
newspapers  private. 


ago.  President  and  Chief  Operating 
Officer  Dennis  J.  FitzSimons,  the  heir 
apparent  to  Chairman  and  CEO  John 
W.  Madigan,  told  analysts  Tribune 
will  be  spending  the  $180  million  it  got  ft'om  the  sale  of  three 
Denver  radio  stations  to  help  pay  for  TV 
properties  in  the  top  30  markets.  “If  we  can  pick  up  a  broken 
station  or  duopoly  situation  that  works  for  us,  we  will,”  he  said. 

Likely  targets:  Orlando,  Fla.,  where  the  Orlando  Sentinel  is 
a  cable  partner  with  AOL  Time  Warner  Inc.,  and  Baltimore, 
where  TheSunyisX  announced  an  extensive  news  partnership 
with  Scripps’  ABC  affiliate,  WMAR-TV.  If  Tribune  is  looking 
for  a  one-stop  shopping  opportunity,  Hearst-Argyle  owns 
WESH-TV  in  Orlando  and  WBAL-TV  in  Baltimore. 

Washington  Post  Co. 


Tribune  Co. 

No  company  with  its  roots  in  newspapers  has  worked  harder 
to  tear  down  the  cross-ownership  restrictions  than  Chicago’s 
Tribune  —  and  not  just  because  its  acquisitions  of  the  Times 
Mirror  Co.  and  Renaissance  Communications  Corp.  means  it 
faces  FCC  challenges.  (It  now  owns  papers  and  TV  stations  in 
New  York,  Los  Angeles,  Miami/Fort  Lauderdale,  and  Hartford, 
Conn.)  Tribune  is  eveiybody’s  odds-on  favorite  to  be  an  active 
player  if  cross-ownership  barriers  are  lowered.  Just  three  weeks 


Washington  Post  Co.  Chairman  and  CEO  Donald  E. 
Graham  says  he  is  “agnostic”  about  the  benefits  or  perils  of 
eliminating  the  cross-ownership  restriction,  even  though 
Post-Newsweek  Stations  Inc.  has  proven  an  adept  broad¬ 
caster  in  these  hard  times.  Last  year,  the  broadcasting  group’s 
revenue  declined  15%  —  but  still  better  than  any  other 
publicly  reporting  group  broadcaster.  Don’t  expect  the 
Post  Co.  to  sell  anything,  Graham  has  warned. 

But  wouldn’t  they  want  something  coming  in?  The  Washing¬ 
ton  Post,  after  all,  was  one  of  the  very  few  newspapers  that  shed 
a  broadcast  property  when  the  cross-ownership  rule  was  first 
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imposed.  In  a  trade  Katharine  Graham  later  described  with 
some  regret  in  her  autobiography,  the  Post  Co.  swapped  its 
highly  regarded  Washington  TV  station  for  what  was  then  a 
mediocre  operation  in  recession-bound  Detroit.  Gannett  now 
owns  the  old  Post  Co.  station,  which  it  has  since  renamed 
WUSA-TV.  It  is  unimaginable  that  Gannett,  with  USA  Today 
now  publishing  across  the  Potomac  River,  would  ever  unwind 
that  trade.  But  the  Post  Co.  has  to  be  considered  a  potential  buy¬ 
er  for  any  other  station  that  becomes  available  in  its  hometown. 


R.\DIO:  Wall  Street,  for  the  moment  anyway,  is  starting  to 
fall  in  love  with  radio  all  over  again.  Analysts  are  upgrading 
the  stocks  of  such  big  players  as  Clear  Channel  Communica¬ 
tions  and  Emmis  Communications.  These  are  groups  that 
have  made  big  investments  in  many  markets  and  maxed  out 
the  number  of  stations  they  are  allowed  to  operate.  Buying  a 
newspaper  group  increasingly  may  look  to  radio  operators  as 
a  way  to  maximize  market  penetration  and  add  a  truly  mass 
medium  to  their  niche  strategy. 

INTER.\CTI\T.  MEDIA:  The  Microsoft  Corp.  tried  and 


failed  to  replicate  newspaper  listings 
and  classifieds  online  wath  Sidewalk. 

So  far,  the  Redmond,  Wash.-based 
behemoth  hasn’t  come  back  with  any 
other  real  attempts  at  creating  content.  But  Microsoft’s 
pattern  is  to  try,  try,  try  again,  and  the  company  has  found 
success  on  cable  with  MSNBC.  Is  it  unthinkable  that  the  fall 
of  the  cross-ownership  barrier  might  tempt  Bill  Gates  to  get 
into  content  creation  again  by  buying  newspapers  and  com¬ 
bining  them  with  same-market  broadcasters  and  city  portals? 
Citizen  Gates?  Now  that’s  scary. 

NO  CHANGE:  Even  Big  Bill  Gates  is  not  as  scary  (for  pub-  j 
Ushers)  as  the  thought  that  the  FCC  might  keep  its  cross¬ 
ownership  barrier  while  loosening  even  further  its  regulation 
of  TV  and  radio.  It’s  a  nightmare  scenario  for  some  industry 
figures,  but  should  it  be?  FCC  waivers  are  getting  easier  than 
ever  to  obtain.  Just  ask  Rupert  Murdoch,  master  of  the  New 
York  Post  and  Fox  Broadcasting  Co.,  who  now  operates  not 
one  but  two  stations  in  the  Big  Apple  area.  As  broker  Owen 
Van  Essen  notes:  “Did  cross-ownership  slow  down  Tribune 
Co.  when  it  bought  Times  Mirror?  Did  it  slow  down  Gannett 
when  it  bought  Central  Newspapers?  Both  of  those  [deals] 
included  broadcast  properties  in  the  same  markets  as  news¬ 
papers  —  and  those  companies  were  not  deterred.”  11 


They  like  printjust  fine,  thanks 


COMMUNITY  Newspaper 

Holdings  Inc.  (CNHI)  is  almost 
everybody’ s  favorite  candidate  to 
become  a  broadcast  buyer  in  a  brave 
new  deregulated  world.  In  less  than  five 
years,  the  Birmingham,  Ala.-based  chain 
has  grown  from  nothing  to  the  publisher 
of  more  than  200  newspapers.  And 
those  papers  are  in  smaller  markets 
where  radio  and  TV  properties  are  like¬ 
liest  to  be  available  at  reasonable  prices. 

Yes,  CNHI  is  everybody’s  favorite 
candidate  to  become  a  broadcast  buyer 
—  everybody* s  favorite  that  is,  except 
CEO  and  President  Michael  Reed’s. 
“Our  day-to-day  grind  is  on  newspapers 
and  making  sure  we’re  doing  a  good  job 
running  newspapers,”  Reed  says.  As  far 
as  combining  those  papers  with  broad¬ 
casting  properties:  “I  don’t  know  that 
there  is  a  good  model  yet  that  says  it 
makes  sense.  On  the  surface,  it  seems  to 
make  sense ...  but  we’re  not  sure  yet.” 

Reed  isn’t  all  that  impressed  with 
the  nation’s  long  experience  of  grand- 
fathered-in  cross-ownership  arrange¬ 
ments,  pointing  out  that  almost  all  of 
them  are  in  the  top  50  markets  —  far 
bigger  than  the  typical  CNHI  locale, 
such  as  Dalton,  Ga.,  or  Plymouth,  Ind. 


CNHI  will  not  be  the  only  wallflower 
at  the  cross-owmership  dance.  Pulitzer 
Inc.,  for  instance,  famously  dumped  its 
broadcast  group  to  fund  newspaper 
expansion.  The  fall  of  cross-ownership 
barriers  is  unlikely  to  tempt  the  chain 
back  to  TV,  says  CEO  and  President 
Robert  C.  Woodworth:  “The  economics 
of  TV  demand  that  there  has  to  be  a 
very  significant  payoff  to  justify  buying 
a  TV  station  in  your 
local  market.  I  just 
haven’t  found  that 
rich  vein  of  return.” 
Operating  a  single 
station  here  or 
there  is  not  the  way 
to  go,  Woodworth 
argues.  “You  either 
get  big  or  you  get 
out,”  he  says. 

Analysts  say  Dow  Jones  &  Co.  Inc. 
isn’t  likely  to  look  for  TV  stations  to 
buy  because  its  community  papers  are 
generally  too  small  to  bring  significant 
cross-ownership  gains.  The  McClatchy 
Co.  is  also  expected  to  stay  on  the 
sidelines  —  and  let  others  prove  the 
benefits  of  cross  ownership.  The 
company,  with  its  highly  coveted 


Michael  Reed: 
What’s  the  rush? 


big-market  papers,  is  generally  seen  as 
a  takeover  target  by  another  newspaper 
company,  such  as  Gannett  Co.  Inc.  or 
Knight  Ridder. 

Advance  Publications  has  been  out 
of  TV  for  more  than  two  decades  — 
although  some  analysts  believe  the 
Newhouse  family  chain  would  still  jump 
at  opportunities  to  broadcast  in  New 
Orleans,  Portland,  Ore.,  or  in  the  area 
around  The  Star-Ledger  in  Newark,  N  J. 

In  2000,  Lee  Enterprises  Inc.  in 
Davenport,  Iowa,  sold  its  group  of  TV 
stations  and  declared  its  future  was  in 
print  and  online.  Its  just-announced 
purchase  of  Howard  Publications  will 
reinforce  its  goal  of  operating  papers 
in  small  to  midsize  markets.  Mary  E. 
Junck,  chairman,  CEO,  and  president, 
says  the  company’s  papers  will 
continue  to  reap  promotional  benefits 
of  alliances  with  local  TV  stations,  but 
believes  cross  ownership  makes  more 
sense  for  big  markets. 

It’s  not  fear  that  is  holding  some 
chains  back  from  seizing  the  cross- 
ownership  moment,  but  a  quiet 
confidence  that  when  they  are  ready 
for  convergence,  the  market  will  be 
ready  for  them.  Says  CNHI’s  Reed, 

“I’m  not  worried  that  if  we  don’t  go 
out  today,  we  won’t  be  able  to 
participate  in  cross  ownership.” 

—  Mark  Fitzgerald  and  Lucia  Moses 
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ABSOLUTELY  the  finest  in  crosswords 
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Environmental  Reporting  Awards 

Society  of  Environment  Journalists 
AWARD  for  Reporting  on  the  Environ¬ 
ment.  SEJ  will  award  a  $1000  prize 
in  each  of  nine  categories.  All  beats 
are  encouraged  to  enter  their  best 
work  on  environment  topics. 

For  details,  contact: 

Society  of  Environmental  Journalists 
www.sej.org  (215)  884-8174 
sej@sej.org 


U.S.  ARMY  COMMUNICATIONS  Electron¬ 
ics  Command  ICECOM),  Ft.  Monmouth,  NJ,  i 
solicits  market  interest  in  printing  and  dis-  ' 
tributing  approximately  14,000  copies  of  a 
weekly  commercial-enterprise  newspaper, 
“The  Monmouth  Message".  Contractor  : 
provides  personnel,  equipment,  labor,  ; 
supplies,  tools,  materials,  supervision,  and  j 
all  other  items  necessary  to  layout,  print  ■ 
and  distribute  the  newspaper;  and  ' 
maintains,  repairs  and  replaces  contrac¬ 
tor-furnished  items  damaged,  destroyed  or 
lost.  Government  personnel  write  and  edit  i 
editorial  content.  The  Government  does  not 
pay  the  contractor  under  this  contract  and  i 
isn’t  responsible  for  costs  or  debts  incurred  I 
in  layout,  printing,  distribution.  The  right  to  j 
sell  advertising  constitutes  contractual  con-  ■ 
sideration  to  pay  for  printing  and 
distribution  service.  All  advertising  must  be 
approved  by  CECOM.  The  publication  be¬ 
comes  property  of  CECOM  and  Fort  Mon¬ 
mouth  upon  delivery.  For  a  copy  of  the 
Statement  Of  Work  or  more  details  call 
CECOM/Fort  Monmouth  Public  Affairs  Office 
(732)  532-1258  or  the  Contracting  Officer 
Jim  Bannister  at  (732)  427-1340,  no 
later  than  March  1,  2002,  or  E-mail: 
AMSEL-IO@maill.monmouth.amiy.mil 
or  Contracting  Officer 
james.bannister@ 
mail!  .monmouth.army.mil 


CONTENT  FINDER 


CONTENT  FINDER  -  www.econtentfinder.com 
Identify  Suppliers  of  Syndicated  Content  Indexed 
by  Topic,  Target  Audience,  Type  or  Language. 
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APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356 

LEADER  IN  NEWSPAPER  APPRMMLS 

Free  Initial  Valuation... go  to 

www.mediamergers.com 

W.B.  Grimes  &  Co.,  Est.1959 


NEWSPAPER  APPRAISERS 


KAMEN  &  CO.  GROUP  SERVICES 
NEW  YORK  •  TAMPA  •  LOS  ANGELES 
Appraisals,  Formal  Business  Plans 
Brokering  /  Business  Analysis 
Confidential  •  Accurate  *  Comprehensive 
(516)  379-2797 
(727)  786-5930 
kamenandco@aol.com 


NEWSPAPER  BROKERS 


800  Sold  -  Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301)  253-5016 
Wren  Barnett,  South  (828)  749-6397 
Stephen  Klinger,  SouAwest 
(505)  524-0122 
John  Szefc,  Northeast 
(845)  291-7367 
Scott  McGraw,  Midwest 
(517)  369-3066 
Ron  Mix,  West  (209)  634-7202 


C.  BERKY&  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)  3684352 
123  NW  13th  St.,  Suite  214-7 
Boca  Raton,  FL  33432 


GAUGER  MEDIA  SERVICE,  INC. 

Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560,  Fax  (360)  942-9896 


GREGG  KNOWLES 
Knowles  Media  Brokerage  Services 
Nationwide  Sales,  Acquisitions,  Mergers 
(661)  833-3834,  Fax  (661)  833-3845 
www.media-broker.com 


MEDIA  AMERICA  BROKERS 

The  Pinnacle,  Suite  500 
3455  Peachtree  Road,  NE 
Atlanta,  GA  30326-3236 
(404)  995-7088  Fax  (404)  995-7089 

Lon  W.  Williams 


NEWSPAPER  BROKERS 


Leader  in  Sale 
of  Community 
Newspapers 

Check  our  references 
(214)  265-9300 

Kickcnbacher  IVledia 

6731  Desco  Dr.,  Dalla 
6731  Desco  Dr.,  Dallas,  TX  75225 
w  w  w.rickenbachermedia.com 

MICHAEL  D.  LINDSEY 

www.publicationsforsale.com 
(307)  772-0003,  Fax  (307)  772-0004 

NATIONAL  WdIA  ASSOCIATES  ~ 
EDWARD  ANDERSON 

Specializing  in  Weekly  and  Daily 
Community  Newspaper  Transactions 
P.O.  Box  2001 
Branson,  MO  65615 
(417)  336-3457 
email:  Brokeredl@aol.com 

THOMAS  C.  BOLITHO 
BOLITHO  MEDIA  SERVICE 
“A  tradition  of  service  to 
community  newspapers' 

(580)  421-9600 
P.O.  Box  1985,  Ada,  OK  74821 
www.bolitho.com 


NEIWSPAPERS  FOR  SALE 


COMMUNITY  NEWSPAPER  FOR  sale  in 
:  beautiful  SW  FL.  Great  opportunity  for  couple 
j  close  to  retirement.  Starting  6th  year. 

Profitable,  high-growth  area.  $60,000. 
:  nfmpuber@hotmail.com  or  LCE,  69B 
Glenmont  Dr.  W,  Ft.  Myers,  FL  33917 

i^tHWST  weeklTk 

•  500,000  -  Great  cash  flow,  county  seat, 
very  stable,  terms 

•  440,000  -  Good  cash  flow,  county  seat, 
growing,  good  opportunity,  terms 

!  •  100,000 -owner  retiring,  terms 

Fournier  Media  Services 
(509)  786-4470  -  Fax:  (509)  786-1779 


NEWSPAPERS  FOR  SALE 

For  a  list  of  Properties  for  Sale: 

www.mediamergers.com 
W.B.  Grimes  &  Co.-Est.  1959 

MONTHLY  S.  FLORIDA  senior  paper  es¬ 
tablished  14  years.  Great  for  semi-retired 
Mom  &  Pop  wanting  to  make  $5060M  a 
year  $175,000  (561)  465-1865 

>I^DA1*0NTHLY’S  in  Central  ^  ni^ 
publications  in  fast  growing  area 

Tom  Loury  cell  (352)  804-1223 
Home  (352)  489-4996 

AWARD-WINNING  PR^ITABLE  monthTy 
fast  growth  resort  area.  South  Carolina 
Email:  kurowski@hargray.com 

AVOID  DOWN  SIZING  own  your  newspaper 
Also  county  seat  weeklies,  others. 

Free  list.  Bill  Berger,  ATN,  1801  Exposition 
Austin,  TX  78703-2833  (512)  476-3950 


-EQUIPMENTS  SUPPLIES- 


EQUIPMENT  FOR  SALE 

WEB  PRESSES  &  AUXILIARIES 

www.graphicmachinesales.com 
(815)  6484611  or  fax  (815)  648-2856 


MAILROOM 


BUY/SELL/ALL  MAILROOM  EQUIPMENT 

Muller  Martini/Rima/Quipp 
Harris/Heidelber^all 
Stitcher/Trimmers  &  Inserters 
*  Joe  Scott  &  Associates,  Inc. 

I  (256)  997-9355  Fax  (256)  997-9656 

NEWSTEC,  INC 

Specializing  in  SLS/Muller  Martini 
and  Heidelberg  Inserting  Systems 

•  Spare  Parts  •  Training  •  Installation 

•  Mailroom  •  Systems  •  Inserter  Controls 

•  Buy/Sell  Used  Mailroom  Equipment 
Terry  Connors,  Director  of  Sales 

Phone:  (508)  850-7945 
Fax:  (508)  850-7951 
www.newstec.com 


PRESSES 


Inland  Newspaper  Ma(diinerY  Corpnratlnn 

For  a  amvlele  list  of  presses:  IDPOIlK-aiW  or  (913)492-91191 
mminlanheiiscoiii 


-INDUSTRY  SERVICES- 


CIRCULA'nON  SERVICES 


PRO  STARTS 

PROFESSIONALTELEMARKETING  SERVICES 
FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  776^397 

WWW.PROSTARTS.COM 

STORE  FRONT^ES 

Professional,  Customized  store  front 
programs.  Elaine  Rockhill  (480)  326-6322 


NEWSPAPER  APPRAISERS 

NEWSPAPER  APPRAISERS 

i  1 

Producing  Top  Values 
For  Publishers  Since  1923 


I  Over  the  years  we've  produced  top  values  for  publishing  companies,  in 
j  thousands  of  transactions  througnout  the  country.  VVe  have  built  this 
i  record  on  hard  work,  experience  and  trust,  and  we  welcome  your  call 
to  confidentially  discuss  what  we  can  do  for  you  and  your  company. 

John  Cribb  •  Jim  Hicks  I#  I  Bc  BC 

Tom  Karavakis  •  Gary  Greene  Am  AA  AA 

Kerry  Murdock  &  ASSOCIATES 

Pubiication  Brokerage  &  Appraisal 

(406)  586-6621 

Bozeman.  Montana 
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-INDUSTRY  SERVICES- 


CIRCULATION  SERVICES 


TRAINING 


-HELP  WANTED- 


ADMINISTRATIVE 


ADVERTISING 


40  YEARS  NEWSPAPER 
EXPERIENCE  “ 


Metro  News  Service,  Inc. 
Nationwide  TELEMARKETING 
Cutting-Edge  Technology 
Horace  Southward/Eric  Southward 
(800)  950-8475 
www.metro-news.com 


MARKETING  PLUS  INC.  | 

Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art 
predictive  dialer.  We  have  many  years  of 
experience  delivering  Quality  plus  i 
Quantity  sales!  Phone:  (732)  738-5100  i 
FAX:  (732)  738-5115  ! 

E-mail:  mpi@marketingplusinc.com 
www.marketingplusinc.com 
Member  of  the  USA  Chambers  of  Commerce 


COMPUTER  SOFTWARE  ; 

COMPUTER  SYSTEMS  FOR  PUBLISHERS  ! 

SM4  for  Contact  Management,  Print  or  I 
Web  Ad  Sales.  Production,  Billing,  Invoicing  i 
and  Accounting. 

•  SUB4  for  Subscription  Fulfillment. 

•  CATS  for  Competitive  Advertising. 

•  Custom  programming  available.  i 

Take  a  test  drivel!  See  it  at  j 

www.publishing.abelson.com  j 

or  Call  Susan  or  Glenn  at  (5 1 6)  596-96 1 0  j 


EiSTORtCALLY  BUSMESSES  MAIYTANNG  or 

increasing  their  advertising  in  a  weakened 
economy  actually  enjoy  greater  short  and 
long  term  prosperity.  The  same  is  true  in 
sales  training.  Allow  ProMax  Training  & 
Consulting,  the  newspaper  specialists,  to  | 
demonstrate  how  effective  results  oriented  1 
training  can  be  implemented  immediately  to  i 
maximize  your  newspapers  productivity,  | 
profits  and  people.  Call  Mary  Ann  at  (913) 
341-2242  or  visit  us  at  our  website; 
www.promaxtraining.com. 


-HELP  WANTED- 


ACADEMIC 


E.W.  SCRIPPS  School  of  Journalism  at  Ohio  j 
University,  Athens,  Ohio  -  1  year  visiting  po¬ 
sition  for  professional  of  national  ! 
reputation.  $70,000-$80,000  plus  j 
generous  benefits.  Perfect  for  professional  i 
on  leave  or  early  retiree.  Some  earlier  I 
SHVPs:  Terry  Anderson,  Helen  Thomas,  Ron  j 
Ostrow,  Kevin  Noblet,  Kenneth  Freed.  See  j 
www.ohiou.edu  for  university  and  school  j 
details.  Resume  with  three  references  to  ! 
Dru  Riley  Evarts,  School  of  Journalism,  Ohio  | 
University,  Athens,  OH  45701.  Must  arrive  j 
by  March  10.  Phone  inquiries  to  (740)  j 
593-2503;  E-mail  to:  evarts@ohio.edu  | 


ACCOUNTING 


SOFTWARE  for  AR,  classifieds 
scheduling  &  circulation.  Fake  Brains 

(303)  791-3301  www.fakebrains.com 


CONSULTANTS 


DYNAMIC  ACHIEVERS,  SPECIALIZING  in 

the  diverse  needs  of  the  Newspaper 
Industry: 

•  Training 

•  Individual  Coaching 

•  Workshops 

•  Projects 

Customized  to  meet  your  needs  and 
budget.  Call  Today  for  a  Free  consulta¬ 
tion.  Carol  Alka  404-261-9968  or  check  us 
out  at:  www.dynamicachievers.com 


INTERNET  SERVICES 


ARE  YOUR  WEBSITE’S  costs  out  of  line 
with  its  revenues?  Profitable  turnkey  web 
sites  for  newspapers.  877/462-6397 
www.our-hometown.com 


PRESSROOM  SERVICES 


PRESSROOM  CLEANING  PROBLEMS? 

Dirty  presses,  ceilings,  walls,  beams?  Unsafe 
floors,  catwalks  and  ladderways?  Dirty 
handling  systems,  duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION 
40  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-2110 


CONTROLLER  j 

;  Paxton  Media  Group,  Inc.  is  seeking  a  re-  ; 

gional  accounting  manager  for  its  Arkansas  | 

I  region.  The  region  is  managed  from  Jones-  j 
I  boro,  AR  and  includes  four  daily  news-  i 
papers  with  circulation  of  approximately  i 
,  55,000.  The  regional  manager  is  responsible  ^ 

'  for  coordinating  all  accounting,  financial  ' 

;  reporting,  and  budgeting  activities  for  the  i 
j  group.  Primary  duties  include: 

I  'Timely  and  accurate  financial  reporting 
and  accounting  for  the  group 
i  'Coordination  of  budget  preparation  and  j 
monthly  evaluation  of  results  with  all  : 
levels  of  management  ■ 

!  'Maintenance,  testing,  and  reporting  of  ! 

appropriate  internal  control  procedures  : 

I  '  Support  for  all  levels  of  management  in  ' 
j  conducting  and  promoting  efficient  and  ! 
ethical  business  practices  ; 

Knowledge  and  experience:  ! 

'  4  year  accounting  degree  ! 

'  Strong  knowledge  of  newspaper  industry 
'  Excellent  verbal  and  written  communication  ; 

skills  I 

'  Ability  to  manage  deadlines 
'  Ability  to  research  and  recommend  ; 

policy  and  procedure 

Send  resume  to  David  Mosesso,  Publisher,  j 
The  Jonesboro  Sun,  P.O.  Box  1249,  Jones-  | 
boro,  AR  72401-1249.  Or  E-mail  to; 
dmosesso@jonesborosun.com 
,  Paxton  Media  Group  is  an  equal 
i  opportunity  employer  and  does  not  discrimi- 
i  nate  on  the  basis  of  race,  religion,  color,  j 
j  sex,  age,  national  origin  or  disability.  I 


uisit  us  on  line  at 
wiuw.editorandpublisher.com 
for  help  wanted  rates  contact 
Michele  MacMahon  at  646.654.5303 


GENERAL  MANAGER 

Seeking  dynamic,  hands-on  leader  as  general 
manager.  Strong  print  sales  and  marketing 
knowhow  essential.  Paid  newspapers- 
shoppers  in  Southwest  Michigan  need  ener¬ 
gized,  creative  leadership.  Ideal  person 
might  step  up  from  ad  director’s  job,  shopper 
manager  or  weekly  publisher.  You  can 
learn  and  grow,  earn  top  pay  for  good  per¬ 
formance.  Direct  route  to  publisher,  other 
opportunities.  Respond  to: 

doug.phares@leaderpub.com 

viww.leaderpub.com 


INCREDIBLE  ADVENTURE  for  entrepreneurs  ! 
looking  for  fantastic  career  opportunity.  : 
Bigfoot  Media,  publisher  of  the  award-winning  i 
Berkeley  Daily  Planet  &  San  Mateo  Daily  j 
Journal,  needs  high-energy  Sales  Managers  i 
to  build  &  lead  teams  at  start-up  community  ; 
dailies  on  the  West  Coast.  Competitive  i 
compensation  -i-  stock  options  for  aggressive  1 
leaders  (we  are  venture  capital-  j 
backed).  This  is  not  for  the  faint-hearted!  i 
Cover  letter  &  resume  to:  I 

hr@berkeleydailyplanet.net  or  FAX  to:  j 

(510)841-5695 


PUBLISHER  ; 

Exhibitor  Magazine,  the  leading  monthly  for  j 
corporate  trade  show  managers,  seeks  ex-  | 
perienced  Publisher  with  extensive  experi¬ 
ence  in  three  business  areas;  publishing, 
conference  and  exhibitions.  Responsible  for 
the  continued  growth  in  advertising,  confer¬ 
ence  and  web  revenue,  readership  and  cir¬ 
culation.  Must  have  knowledge  of  web  and  1 
conference  sales  and  marketing  and  have  a  j 
proven  strategic  competitive  business  plan  j 
background.  Qualifications  are  a  Bachelor’s  j 
degree  in  business  or  equivalent  related  dis-  j 
cipline;  five  to  seven  years  experience  man¬ 
aging  an  advertising,  marketing,  and  /or  ed¬ 
itorial  operations.  Travel  is  required.  Excellent  i 
benefit  package.  Send  letter  and  resume  with  i 
salary  requirements  (  must  be  included  in  or-  | 
der  to  be  considered)  by  E-mail  j 
to:  pandersen@exhibitormagazine.com  or  i 
mail  to:  Exhibitor  Magazine,  206  S.  Broad-  ! 
way.  Suite  745,  Rochester,  Minnesota  | 
55904.  I 


PUBLISHER,  ILLINOIS  ISSUES 
University  of  Illinois  at  Springfield  seeks 
Publisher  for  monthly  public  affairs 
magazine.  Also  serves  as  head  of  publica¬ 
tions  unit.  Minimum  qualifications:  5  years 
relevant  management  experience  in  publish¬ 
ing,  journalism  and/or  public  affairs;  knowl¬ 
edge  of  government/politics;  fiscal/fund 
raising  experience;  strong  interpersonal 
skills;  BA  in  journalism,  communication, 
business  or  related  field.  Applications 
screened  beginning  March  4,  2002  and  until 
position  filled.  Send  letter  of  application, 
current  resume,  names/phone  numbers  of 
four  professional  references  to:  Barbara 
Ferrara,  Chair,  Publisher  Search 
Committee,  UlS,  Springfield,  IL 
62794-9243.  For  full  ad,  see: 

http://illinoisissues.uis.edu/. 

UlS  is  an  AA/EEO  employer. 


_ ADVERTISING _ 

GOT  TALENT? 

Need  a  new  challenge,  position  or  geo¬ 
graphic  change?  Visit  us  often  to  check  for 
new  employment  opportunities! 

www.BrehmCommunications.com 


CLASSIFIED  MANAGER 
The  Anchorage  Daily  News  seeks  a  dynamic 
sales  and  results-oriented  Classified  Manag¬ 
er.  We  need  a  leader  to  build  traditional  rev¬ 
enue  streams,  develop  the  staff,  work  with 
key  clients  and  grow  non-traditional 
business  with  our  New  Media  department. 
Our  25  person  classified  team  includes  a 
strong  Classified  Telephone  Sales  Manager 
and  proven  phone  room  staff. 

The  ADN  is  a  Me  Clatchy  newspaper,  an  or¬ 
ganization  known  for  progressive  manage¬ 
ment  practices,  solid  performance  and  pro¬ 
gressive  leadership.  We  offer  a  competitive 
compensation  package  and  the  chance  to 
excel  and  grow  with  one  of  today's  premier 
newspaper  companies. 

Anchorage,  Alaska  is  a  dynamic  city  with 
great  restaurants,  over  50  miles  of  bike 
paths,  year-round  outdoor  opportunities, 
abundant  wildlife  and  a  cultural  environment 
to  match  any  city  our  size. 

Please  forward  your  resume  and  cover 
letter  to: 

Anchorage  Daily  News 
Attn:  Nancy  Manes 

Director  of  Organizational  Development 
P.O.  Box  149001 
Anchorage,  AK  99514 
Or  E-mail  to:  jobs@adn.com 
Or  FAX  to:(907)  2574472 
The  Anchorage  Daily  News  is  an  Equal 
Opportunity  Employer  and  welcomes  a 
diversity  in  applicants. 


CIRCULATION 


ASSISTANT  SALES  MANAGER 
Join  a  leader  in  the  business  and  in  the 
community  as  an  Assistant  Sales  Manager 
at  The  Des  Moines  Register.  This  person 
will  report  directly  to  the  Circulation  Sales 
Manager  and  will  be  the  facilitator  of  single 
copy  sales  as  well  as  outside  circulation 
sales.  This  challenging  position  offers  an 
opportunity  for  quick  advancement  to  a  suc¬ 
cessful  candidate. 

This  position  requires  a  high  energy  individual 
who  can  move  the  number,  motivate  a 
department  of  sales-oriented  professionals, 
and  continually  introduce  and  execute  inno¬ 
vative  ideas  and  programs.  Responsibilities 
include  single  copy,  events,  store-front 
sales,  door-to-door  crew  sales  and  other  di¬ 
rect  marketing  programs  through  a  staff  of 
ten  full-time  employees. 

Candidate  must  have  previous  single  copy 
and  direct  sales,  circulation  marketing  and 
operations  experience.  In  addition  must  be 
proficient  in  Excel  and  Word. 

The  Des  Moines  Register  has  a  circulation 
of  155,000  daily,  and  250,000  Sunday  and 
is  part  of  Gannett,  the  largest  newspaper 
group  in  the  US  and  expanding  internationally. 
We  offer  a  full  range  of  benefits  and 
growth  opportunity.  Mail  resume  to: 

Human  Resources 
The  Des  Moines  Register 
715  Locust  Street,  Des  Moines,  lA  50309 


“I  thought  if  I  could  parachute  behind  enemy 
lines  in  a  way  and  join  the  joumalLstic  profes¬ 
sion,  that  I  could  begin  to  let  my  perspective 
about  politics  seep  in  and  maybe  influence 
the  presentation  of  politics." 

-John  E  Kennedy  Jr,  Fxiita,  (Jeoige,  1960-1999 
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-HELP  WANTED- 


_ CIRCULATION _ 

CIRCULATION  MANAGER 
Successful  and  growing  5,500  dally  news¬ 
paper  needs  a  strong  circulation  manager. 
Supervises  staff  of  seven,  Full  benefits. 
Rapid  advancement  potential  within  the  Me- 
dlaNews  Group  for  person  with  ability  and 
ambition.  Send  resume  to:  Rob  Francis, 
Journal-Advocate,  P.O.  Box  1272,  Sterling, 

CO  80751.  Fax  (970)  522-2320.  E-mail: 
advertising@journal-advocate.com 

””1;TrW|^tWmARKE1TnG  MANAGER 
We  are  looking  for  a  leader  with  a  passion 
tor  selling  newspapers.  The  Circulation 
Marketing  Manager  directs  the  sales  initia¬ 
tives  that  ensure  the  continued  growth  of 
the  subscriber  base  of  this  Cox  newspaper 
in  east  Texas.  The  successful  candidate  will 
have  previous  outside  sales  or  sales  man¬ 
agement  experience  or  a  combination  of 
the  two  and  the  ability  to  develop  and  guide 
a  professional  sales  staff.  A  degree  in  mar¬ 
keting  or  a  related  field  is  preferred  and 
well-developed  PC  skills  are  a  must.  We 
will  select  the  candidate  who  is  ambitious, 
self-motivated  and  possesses  excellent  or¬ 
ganizational  and  communication  skills.  In 
return  we  offer  a  competitive  salary,  incentive 
plan  and  a  comprehensive  benefits 
package  which  includes  health  and  dental 
insurance,  a  401(K)  program  and  educational 
assistance.  Please  submit  resumes  to: 
Longview  News-Journal,  P.O.  Box  1792, 
Longview,  TX  75606.  Attn:  Circulation  Di¬ 
rector. 


CIRCULATION  ZONE  MANAGER 
The  St.  Petersburg  Times,  Florida’s  best 
newspaper,  has  exciting  opportunities  for 
experienced  managers  for  the  position  of 
Circulation  Zone  Manager. 

Our  Zone  Managers  direct,  coordinate  and 
manage  home  delivery  staff  to  achieve  ex¬ 
cellent  subscriber  service,  improve  customer 
retention,  and  continue  our  trend  of  cir¬ 
culation  growth. 

Responsibilities  include  hiring,  training  and 
developing  staff,  budget  development  and 
management.  This  position  works  closely 
with  Carrier  Records,  Customer  Care,  Mar¬ 
keting,  Human  Resources,  and 
Transportation. 

The  successful  candidate  will  possess  at 
least  five  years  of  progressive  management 
experience  and  have  a  sales  background. 
Solid  interpersonal  and  communication 
skills  are  essential;  excellent  PC  skills 
(Excel  and  Word);  creative  problem  solving 
and  sound  decision  making  skills  required. 
College  degree  preferred. 

Daily  early  morning  (6  -  7  a.m.)  delivery 
deadlines  require  Zone  Managers  to  work 
very  early  morning  until  early  afternoon 
hours.  Work  environment  is  both  office  and 
field. 

The  St.  Petersburg  Times  offers 
competitive  wages  and  exceptional 
benefits.  Please  send  your  resume  with 
qualifications  and  compensation  history  to 
The  St.  Petersburg  Times,  Job  ZM,  490  1st 
Avenue  South,  St.  Petersburg,  FL  33701. 

Fax  to:  (727)  893-8185 
E-mail  to:  resumes@spbmes.com 
(please  paste  resume  to  body  of  E-mail, 
specify  Zone  Manager  as  subject) 

EOE  MFHV 


_ CIRCULATION _ 

RETAIL  MARKETING  DIVISION  MANAGERS 
I  St.  Petersburg  Times,  Florida’s  best  news- 
I  paper,  is  seeking  proven  Division  Managers 
to  lead  single  copy  marketing  in  designated 
geographic  areas.  The  selected  candidates 
;  will  be  responsible  for  attaining  all  sales 
j  and  operational  goals,  facilitate  the  marketing 
and  distribution  of  all  single  copy  circulation, 

’  and  collection  of  revenues  from  retailers, 
hawkers,  and  newsracks.  Key  project  work  as 
It  pertains  to  sales  and  distribution  will  also 
be  a  portion  of  the  assignment.  Direct  reports 
include  1 5-20  Carrier  Vendors  and  Retail  Mar- 
:  keting  Coordinators.  The  ideal  candidates  will 
possess  exceptional  leadership,  motivation, 

-  coaching,  analytic,  and  communication 
'  skills  while  demonstrating  high  energy,  re¬ 
sourcefulness,  and  initiative.  Compensation 
package  commensurate  with  experience. 
Excellent  benefits  package.  Interested  can¬ 
didates  may  apply  with  cover  letter  and  re¬ 
sume  to: 

St.  Petersburg  Times 
Brad  Dinkmeyer 

P.O.  Box  1121,  St.  Petersburg,  FL  33731 
Fax:(727)893-8105 
E-mail:  bdinkmeyer@sptimes.com 

:  ^VCITcOPY  DIVISWNMANAGER 

The  San  Diego  Union-Tribune  has  an  imme- 
'  diate  opening  for  a  Single  Copy  Division 
Manager.  This  management  position  edu¬ 
cates,  motivates  and  contracts  with  inde¬ 
pendent  newspaper  distributors.  Other 
types  of  responsibilities  and  duties  include 
visiting  retailers,  performing  quality  checks 
on  vending  machines,  ensuring  customer 
;  satisfaction  and  pursuing  new  sales  oppor- 
i  tunities. 

,  Qualified  candidates  will  have  strong  leader¬ 
ship  skills  and  the  ability  to  develop  relation- 
‘  ships  with  independent  contractors  and  re- 
:  tailers.  Other  skills  include  basic  math  com- 
:  petency,  ability  to  analyze  data,  and  strong 
familiarity  with  Outlook,  Word  and  Excel  pro¬ 
grams.  Pluses  include  previous  experience 
with  independent  contractors,  merchandising 
,  and  newspapers. 

Apply  in  person  or  send  a  resume  detailing 
‘  your  employment  record  for  the  last  ten 
i  years  and  your  salary  requirements  to: 

Human  Resources  Dept, 
i  Job  #  89D1/NTEP 

P.O.  Box  120191 
San  Diego,  CA  92112-0191 
Or: 

E-mail  your  resume  (MS  Word  format)  to: 

UT.Jobs@uniontrib.com 
An  Equal  Opportunity  Employer. 
www.uniontrib.com 


;  WANT  TO  LIVE  IN  PARADISE? 

I  The  Honolulu  Star  Bulletin  is  seeking  a  Di- 
:  rector  of  Circulation.  The  Star  Bulletin  is  an 
'  award  winning,  seven  day  a  week  newspaper 
;  with  a  circulation  of  over  60,000.  Applicants 
i  should  have  a  strong  knowledge  of  all 
aspects  of  newspaper  circulation,  with  a 
proven  track  record  of  subscription  sales, 
!  subscriber  retention  skills  and  strong  single 
I  copy  growth.  Strong  desire  to  succeed  in  a 
i  very  competitive  market  a  must.  Experience, 
I  energy  and  enthusiasm  are  attributes 
;  we  are  looking  for.  Competitive  salary  and 
;  benefits  package.  All  applications  will  be 
j  confidential.  Reply  to  HR  Director  at:  (808) 
j  5294918  or:  rstollar@starbulletin.com. 


EDITORIAL 


CITY  EDITOR 

California  Central  Coast  dally  seeks  full  time 
city  editor.  The  Tribune  is  a  40,000  Knight 
Ridder  newspaper.  Successful  candidate 
will  have  strong  news  judgment,  great  editing 
and  people  skills,  a  sense  of  urgency 
and  will  lead  the  city  desk  in  producing  a 
news  report  that  is  vigorous,  alert,  substan¬ 
tive  and  enterprising.  Must  challenge 
writers  to  excel  and  provide  great  storytelling 
to  readers.  We  re  committed  to  individual  de¬ 
velopment  and  offer  excellent  benefits. 
San  Luis  Obispo  is  a  terrific  environment  in 
which  to  live  and  work.  Send  cover  letter, 
resume  and  at  least  five  samples  to  Human 
Resources,  The  Tribune,  P.O.  Box  112,  San 
Luis  Obispo,  CA  93406.  EOE. 

^CiTYEDifOR 

If  you’re  obsessed  with  getting  it  right  and 
going  beyond  government  meetings,  and 
can  spot  everything  from  gaping  holes  to 
minute  style  problems  in  stories,  we’ve  got 
the  perfect  job  for  you.  The  TimesDaily,  a 
34,000  circulation  daily  New  York  Times 
Regional  Newspaper  in  scenic  northwest  Al¬ 
abama,  is  looking  for  a  city  editor  to  direct 
the  local  news  report.  Primary  duties  include 
making  assignments,  coordinating 
photo  and  graphics  requests,  coaching 
staffers  through  the  reporting  and  writing 
stages,  and  editing  their  work  to  the  finest 
detail.  At  least  two  years  of  previous  super¬ 
visory  experience  needed.  Send  a  letter 
stating  why  you’re  the  best  person  for  the 
job,  three  references,  three  examples  of 
your  best  work  and  salary  history  to  Execu¬ 
tive  Editor  David  Brown,  219  W.  Tennessee 
St.,  Florence,  AL  35631  or  E-mail: 
david.brown@timesdaily.com 


EDITORIAL 


COPY  EDITORS 

Stars  and  Stripes,  the  daily  independent 
newspaper  published  for  the  U.S.  military 
overseas,  has  immediate  openings  for  copy 
editors  in  our  Washington,  DC  office  in  the 
National  Press  Building.  We’re  not  just  com¬ 
bat  boots  and  guns  -  we  also  cover  national, 
world,  features  and  sports  news.  We 
want  journalists  with  bright  layouts,  gripping 
headlines,  strong  time-management  skills 
and  lots  of  enthusiasm.  Daily  newspaper  ex¬ 
perience  and  a  proven  record  of  effective 
teamwork  are  musts.  Pluses:  knowledge  of 
the  military  and  Photoshop. 

Tell  us  about  yourself  in  a  letter,  and  send  it 
with  a  resume  and  page  clips  to: 

Walter  Reed  Army  Medical  Center 
Care  of  WRAMC-CPAC,  Bldg.  11  Room  2-72 
6900  Georgia  Avenue,  NW 
Washington,  DC  20307-5001 
Attn:  Sylvia  Webb,  Human  Resources 
Or  E-mail  us  at:  jobs@stripes.osd.mil 
Stars  and  Stripes  is  an 
Equal  Opportunity  Employer 


EDITOR 

Well-respected,  century-old  weekly  seeks 
energetic,  entrepreneurial  writer/editor  to 
help  launch  new  community  newspaper  in 
Suffolk  County,  Long  Island.  Must  have  five 
years  journalism  experience  including 
editing,  headline  writing,  news  and  feature 
reporting  and  a  desire  to  create  a  newspaper 
from  the  ground  up.  Very  competitive 
salary,  medical,  401(k),  profit  sharing. 
Resume,  clips,  references  to: 

Publisher,  The  Southampton  Press 
P.O,  Box  1207,  Southampton,  NY  11969 


Advertisers  call  Michele  Golden  at  [6461654-5304 


ADMINISTRATIVE 


ADMINISTRATrVT) 


JMEDIATT 

managementXX 


Recruitment  Specialists 

Some  of  our  current  assignments: 

classified  Sales  Manager  -  Daily  /suburban  weekly 
gniup  in  northeast  seeks  “play  er  coach"  to  oversee  staff 
of  motivated;  sales-driven;  acquainted  with  classified 
products,  ideas  and  opportunities;  exceptional  company 
and  envininment. 

Marketing  Research  Manager  -Daily  newspaper 
(circulation  SO.tKX)  to  1(K),(KX))  in  Ea.st  needs 
experienced  newspaper  research  manager;  gtxxl 
communication  skills:  compensation  in  the  $S5.(XX)  to 
$6S,(XX)  range- 

chief  Financial  Officer  -  Large  shopper  and  weekly 
newspaper  gniup  in  Midwest  seeks  top  fmancial  person; 
experience  in  multiple  pniperties  preferred;  excellent 
compensation 


Contact  us  if  you  have  a  recruitment  need... or 
send  your  resume  for  current  or  future  opening 

1605  Colonial  Parkway,  Suite  240  ■  Inverness,  IL  60067 
84"'. 963-9300  ■  nun2@voyager.net  ■  fax  847.934.6607 


Classified  Adrertising  call  (  HH8  i  H  2  5  -  9  !  ^9 
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EDITORIAL _ 

DIRECTOR  OF  PHOTOGRAPHY 
The  Fresno  Bee,  Central  California’s  leading 
newspaper,  is  looking  for  a  strong,  motivated 
leader  to  manage  and  direct  an 
award-winning  staff  of  10  photojournalists  in 
a  fully  digital  operation.  Candidates  should 
have  a  minimum  of  five  years  experience  as 
a  photojournalist  and  at  least  3  to  5  years 
of  management  experience.  We’re  looking  j 
for  someone  who  can  challenge,  teach  and  : 
motivate  a  staff  that  already  excels  in  many  j 
ways.  Strong  technical  experience  and  pic¬ 
ture-editing  skills  are  a  must.  Candidates 
should  be  strong  planners  and  coordinators 
with  the  ability  to  handle  multiple  tasks  and 
deadlines  with  ease.  If  you  have  creative 
and  innovative  ideas,  like  working  in  a 
newsy  community  and  have  the  ability  to 
motivate  others  and  work  well  within  a  de¬ 
manding  newsroom  environment,  this  is  the 
place  for  you.  Send  resume,  references  and 
samples  of  picture-editing,  projects  and/or 
photography  to  Valerie  Bender,  Assistant 
Managing  Editor,  The  Fresno  Bee,  1626  E 
Street,  Fresno,  CA  93786.  EOE. 

All  offers  of  employment  are  contingent 
upon  successful  completion  of  a  drug  test. 


EDITOR:  Exciting  opportunity  at  start-up 
weekly  newspaper  in  Wisconsin  city  of 
50,000  located  on  the  shore  of  beautiful 
Lake  Michigan.  Well  established  media  com¬ 
pany.  E-mail  cover  letter  and  resume  today 
to:  thesun@charter.net  or  FAX  to: 

(920)  803-9946. 

FINANCIAL  STAFF  WRITER 
Looking  for  a  place  where  your  writing  abili¬ 
ties  and  knowledge  of  financial  market 
trends  are  appreciated? 

We  are  the  Weiss  Group,  Inc.  located  in 
sunny  Palm  Beach  Gardens,  FL,  and  we 
seek  a  talented  writer  to  join  our  30  year 
old,  successful  organization! 

This  individual  will  have  full  responsibility  for 
researching  and  writing  electronic  and/or 
print  newsletters.  Candidate  must  have  a  4 
year  degree  in  finance  or  journalism;  knowl¬ 
edge  of  financial  markets  and  economic 
theory;  and  a  good  grasp  of  current  events 
required.  Advanced  economics  degree  or 
CFA  is  a  plus!  A  creative  writing  background 
is  a  plus! 

E-MAIL  YOUR  RESUME  TODAY! 

Please  reference  WRITER  in  the  subject  line 
Corporate  Recruiting  Department 
jobs@weissinc.com 
Find  out  more  about  us: 

www.safemoneyreport.com 

GENERAL  ASSIGNMENT  REPORTER 
We  need  experienced  reporters  who  have  a 
broad  range  of  interests  and  the  willingness 
to  tackle  a  variety  of  stories,  from  the 
in-depth  and  serious  to  the  lighthearted. 
Your  clips  should  demonstrate  excellent  re¬ 
porting  and  writing  skills.  We  want  someone 
who  has  ideas,  hustle  and  who  enjoys  the 
craft.«Xtags  error:  No  such  font:  tag  f»  Please 
send  resume  and  clips  to: 

The  Columbus  Dispatch,  Human  Resources 
Attn:  Kimberly  Barleycorn 
34  South  Third  Street 
Columbus,  OH  43215 


EDITORIAL 


HIGHLANDS  TODAY,  Florida’s  fastest  growing 
daily  newspaper,  located  in  Sebring, 
Florida,  is  looking  for  a  news  editor.  Must 
have  a  strong  background  in  community 
journalism,  reporting  and  news  desk/copy 
desk.  Send  resume  to: 

Dave  Bryant,  Highlands  Today 
231  U.S.  27  N.,  Sebring,  FL  33870 

ltokingTortiw 

EXCELLENT  CAREER  MOVE? 

The  Ogden  Newspapers  has  openings  at  a  ] 
few  of  our  38  daily  newspapers.  We  have  j 
current  openings  in  Circulation,  Editorial,  i 
Advertising,  Production  and  more.  Check 
out  our  Career  Opportunity  page  at: 
www.ogdennews.com/opportunities 

NEWS  iDITW^an^TAFrWRlW^nTeded 
for  daily  publication  covering  international 
Thoroughbred  racing  and  breeding.  News 
Editor  must  have  experience  in  news  writing 
and  editing,  with  a  knowledge  of  the  Thor¬ 
oughbred  industry  highly  preferred.  Duties 
require  working  at  night  and  on  some  week¬ 
ends.  Other  requirements  include  college 
degree,  PC  word  processing  skills,  man¬ 
agement  skills,  and  ability  to  work  on  dead¬ 
line.  Staff  writer  should  have  experience 
with  news  and  feature  writing.  Please  send 
resume  and  cover  letter  with  salary  require¬ 
ments  to  Department  MM,  P.O.  Box  8237, 
Lexington,  KY  40503. 

newsTditor 

Award  winning  small  daily  in  northeastern  j 
Maryland  has  an  opening  for  a  news  editor  I 
to  work  on  the  night  shift  Sunday  through  j 
Thursday.  Strong  design  skills  required  as  | 
well  as  copy  editing  of  local  news  and  snappy 
headline  writing.  Must  have  experience 
with  QuarkXPress.  Will  be  required  to 
design  front  page  of  news  section  and 
some  inside  wire  pages.  Emphasis  is  on  local 
news.  Salary  commensurate  with  experience.  I 
Send  resume  to  Terrence  Peddicord,  j 
editor,  Cecil  Whig,  601  Bridge  Street,  j 
Elkton,  MD  21921.  No  phone  calls,  please!  j 

REPORTER:  The  Republican-American  seeks 
news  bureau  reporter  who  writes  with  snap, 
reports  with  determination  and  thinks  on  fly 
and  ahead  of  pack.  Candidates  with  at  least 
one  year  of  experience  should  submit  a 
resume  and  samples  to: 

Managing  Editor,  Republican-American 
389  Meadow  Street,  Waterbury,  CT  06722 
Or  call  (800)  992-3232  ext.  341 


STORYTELLER  WANTED.  And  if  you  know  | 
how  to  write  a  strong  opinion  column,  that’s  | 
a  big  plus.  Gritty,  adventurous,  45,000  I 
daily  seeks  signature  news  columnist.  Send 
us  some  writing  to  make  us  weep,  then 
laugh,  and  tell  us  how  much  you  think  we 
should  pay  you.  Send  resume  and  clips  to: 

Box  2607,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Fir.,  NY,  NY  10003 

I  “The  Future  is  called  “perhaps,” 
j  which  is  only  possible  thing  to 
j  call  the  future.  And  the  impor- 
j  tant  thing  is  not  to  allow  that  to 
j  scare  you.” 

-Tennessee  Williams 


■iBE  iiispiPEi  liDiimn  miiic  puce' 


EDITORIAL 


THE  BRADENTON  HERALD,  a  Knight  Ridder 
paper  located  on  the  Gulf  beaches  in  the 
Tampa  Bay  area,  is  accepting  applications 
for: 

ASSISTANT  METRO  EDITOR:  Aggressive  as¬ 
signing  editor  to  help  improve  our  daily,  in¬ 
creasingly  competitive  report.  This  editor 
must  be  a  skilled  wordsmith  who  can  show 
reporters  how  to  improve  their  work  on 
deadline  and  can  coach  them  effectively  on 
projects.  At  least  one  year’s  assigning  ex¬ 
perience  preferred,  but  will  consider  a  re¬ 
porter  ready  to  make  the  transition. 

PAGE  DESIGNER/COPY  EDITOR:  Page  de¬ 
signer  with  strong  visual  and  technical  skills 
who  can  create  compelling  covers  and 
packages.  Candidates  should  be  proficient 
in  Macintosh  software  programs,  have  pagi¬ 
nation  experience  and  be  able  to  function  in 
a  deadline  environment.  Copy-editing  skills 
must  also  be  strong.  Journalism  degree  es¬ 
sential;  1  to  3  years’  daily  experience  is  a 
bonus. 

Send  resume  and  work  samples  to: 

Joan  Krauter,  Executive  Editor 
Bradenton  Herald 
102  Manatee  Avenue  West 
Bradenton,  FL  34205 
E-mail:  jkrauter@bradentonherald.com 


INFORMATION  SYSTEMS 


PREPRESS  SYSTEM  MANAGER 
Maintain,  upgrade  and  support  prepress 
and  Atex  classified  systems.  Maintain  serv¬ 
ers,  workstations  and  network.  Responsible 
for  daily  output  of  classified  section.  PC  & 
Mac  platforms.  3-1 1p.m.  shift. 

Candidates  should  have  experience  in: 

•  Server  and  client  technologies 

•  NT  and  AlX/Unix  operating  systems, 
QuarkXPress,  Photoshop  and  Adobe  pdf; 
pagination  and  DPI 

•  Strong  trouble  shooting  and  people  skills 
Please  forward  your  resume  by  fax,  e-mail 
or  mail  to: 

Fax:  (203)  573-9432 
E-mail:  mmalia@rep-am.com 
Personnel  Department 
Waterbury  Republican-American 
389  Meadow  Street,  P.O.  Box  2090 
Waterbury,  CT  06702 
Equal  Opportunity  Employer 


MAILROOM 


MAILROOM  MANAGER 

The  Cape  Cod  Times  is  seeking  a  post 
press  manager  to  oversee  the  operations 
of  our  packaging  department.«Xtags  error: 
No  such  font:  tag  f»  The  Cape 
Cod  Times  is  located  in  a  desirable 
year-round  ocean  resort  community  and 
offers  a  wonderful  small-town  atmosphere. 
A  competitive  salary  and  benefits  program 
is  offered  with  this  position. 

Responsibilities  of  the  mailroom  manager 
include,  monitoring  repairs,  preventative 
maintenance,  equipment  upgrades,  prepa¬ 
ration  and  administration  of  yearly  operating 
budgets,  and  the  hiring,  coaching,  training 
and  evaluation  of  full  and  part-time  staff. 
Must  be  willing  to  work  flexible  hours. 

Five  years  packaging  experience,  with  a 
minimum  of  three  years  supervisory  experi¬ 
ence  necessary.  Ability  to  work  effectively 
in  a  deadline  driven,  production  atmosphere 
required.  Knowledge  of  Muller  Martini  bindery, 
GMA  SLS  1000  inserting,  and  Prism  ink 
jet  mailing  equipment  is  preferred. 

Qualified  applicants  should  send  cover  letter, 
resume,  salary  history  by  February  28: 

Michael  Fabia,  Operations  Director 
Cape  Cod  Times 

319  Main  Street,  Hyannis,  MA  02601 
E-mail  to:  mfabia@capecodonline.com 
Or  apply  online  at:  www.capecodonline.com 


NEWSPAPER  INSERTER  SUPERVISOR 
The  Daily  Telegram,  Adrian,  Ml  (17,000  cir¬ 
culation)  has  an  immediate  opening  for  a 
Mailroom  Supervisor.  Candidates  must  have 
excellent  communication  skills,  strong  man¬ 
agement  skills,  mechanical  abilities,  and  be 
goal  oriented.  Three  to  five  years  of  news- 
paper-inserting  experience  is  helpful  but  not 
required.  The  candidate  must  be  a  leader 
and  create  a  healthy  environment  for  em¬ 
ployees  to  work  in.  Must  be  flexible  in  work 
hours. 

The  successful  candidate  will  direct  about 
10  employees  to  cover  all  necessary  shifts. 
The  equipment  is  Sheridan,  Hall,  and 
Sterling. 

A  Competitive  salary  and  excellent  benefit 
package  are  being  offered.  Mail  resume  to: 

The  Daily  Telegram 

c/o  Dan  Tollefson,  Circulation  Director 
133  N.  Winter  Street,  Adrian,  Ml  49221 


20  EDITOR  &  PUBLISHER  CLASSIFIEDS  FE  B  RUARY  1  8 ,  200  2 


www.editorandpublisher.com 


Phone:  1-888-825-9149 


CLASSIFIED  ADVERTISING 


JEDITORANDPUBLISHER.COM  •  MMACMAHON@EDITORANDPUBLISHER.COM 


Fax :  (646)  654-5312 


)  EDITORANDPUBLISHER.COM 


-HELP  WANTED- 


MARKETING 


CONSUMER  MARKETING  DIRECTOR 
Cox  Ohio  Publishing  (publisno’’  of  the  Dayton 
Daily  News,  Springfield  News  Sun,  Middle- 
town  Journal,  Hamilton  News  Journal  and 
10  weeklies)  in  Dayton,  OH  is  currently 
seeking  a  Consumer  Marketing  Director  to 
be  the  right-hand  to  the  VP  of  Marketing. 
This  position  will  focus  on  ways  to  drive 
readership,  circulation  and  advertising  reve¬ 
nue.  He  or  she  will  work  with  all  units  within 
Marketing  and  other  departments  throughout 
the  organization.  The  successful  candidate 
will  have  a  Bachelor’s  degree  in  Marketing, 
MBA  preferred.  lO-t-  years  in  project 
management  and  5-t-  years  supervisory  ex¬ 
perience  needed.  Newspaper,  advertising 
agency,  and  consumer  package  goods 
backgrounds  are  desirable.  Position  will  re¬ 
quire:  exceptional  written  and  public  speaking 
skills,  negotiating  and  problem  solving 
skills;  and  a  high  degree  of  organization.  In¬ 
terested  candidates  should  send  their 
resume  to: 

Cox  Ohio  Publishing 
Marketing  Department 
P.O.  Box  1287,  Dayton,  OH  45401 

MARKET  RESEARCH 
RESEARCH  MANAGER 

We’re  seeking  a  professional  individual  to 
develop  market  research  objectives  to  im¬ 
prove  the  organization’s  marketing  position, 
and  implement  programs  to  meet  strategic 
goals  in  obtaining  strong  subscription,  ad¬ 
vertising  and  readership  growth. 

The  individual  will  work  closely  with  all  de¬ 
partment  personnel  and  members  of  the 
business  community  in  developing  a  solid 
and  effective  plan. 

Bachelor’s  degree  and  a  minimum  of  four 
years  related  experience,  in-depth  knowledge 
of  survey  research,  demographic  analysis 
and  specific  newspaper  experience  including 
trends,  external  conditions  and  research 
required. 

Excellent  oral  and  written  communication 
skills,  highly  developed  people  skills  and 
demonstrated  time  management  skills  re¬ 
quired.  Basic  computer  knowledge  and  fa¬ 
miliarity  working  with  spreadsheet 
programs  necessary. 

401(k),  Medical,  Pension,  Dental  plans,  paid 
personal  leave,  paid  life  insurance  and  paid 
vacation.  Please  send  resume  to: 

Human  Resources  Department 
South  Jersey  Publishing  Company 
1000  W.  Washington  Avenue 
Pleasantville,  NJ  08232 
EOE,  M/F/H 

_ PRESSROOM _ 

HEAD  PRESSMAN/ 

NIGHT  SHIFT  SUPERVISOR 
4  nights  a  week  -  Tuesday  through  Friday 
Goss  Community  Press  (9)  units  including 
4-High  Southwest  GA  location.  Reply  to: 

Mark  Pope,  Bainbridge  Post-Searchlight 
P.O.  Box  277,  Bainbridge,  GA  31718 
Fax:  (229)  246-7665 

E-mail:  mpope@e-postprint.com 


Editor  &  Publisher  Classifieds 

SUBSCRIBE  TODAY! 


PRODUCnON/TECH 


ELECTRICAL/PRODUCTION  TECHNICIAN 
The  San  Antonio  Express-News,  a  dynamic 
230K  daily  and  350K  Sunday  newspaper, 
seeks  an  experienced  production  mainte¬ 
nance  electrical  technician  to  work  on  our 
three  8  unit  Goss  Colorliner  presses.  The 
position  requires  the  ability  to  troubleshoot 
all  electrical  components  as  well  as  read 
and  comprehend  electrical  and  mechanical 
prints.  Must  have  an  extensive  knowledge 
of  all  test  equipment  necessary  to  success¬ 
fully  troubleshoot  and  repair  production 
equipment  in  a  timely  and  efficient  manner. 
Computer  and  PLC  experience  is  a  must. 

We  offer  a  competitive  salary,  quality  work 
environment  and  a  comprehensive  benefits 
package.  Qualified  applicants  are  encour¬ 
aged  to  E-mail  a  resume  to:  employ- 
ment@express-news.net.  Subject:  Electri¬ 
cal/Production  Technician,  or  you  may  mail 
to:  San  Antonio  Express-News,  Human  Re¬ 
sources  Department,  Attn:  Electri¬ 
cal/Production  Technician  ,  P.O.  Box  2171, 
San  Antonio,  Texas  78297-2171;  or  you 
may  fax  your  resume  to:  (210)  250-3971. 

EQUAL  OPPORTUNITY,  DRUGT^REE 
EMPLOYER 

PRODUCTION  MANAGER 
The  Ann  Arbor  News,  a  New  York  Times  re¬ 
gional  print  site,  is  seeking  an  experienced 
Production  Manager  to  oversee  the  daily 
production  operations  at  our  brand  new, 
state  of  the  art,  printing  and  packaging  cen¬ 
ter.  The  qualified  candidate  will  have  exten¬ 
sive  experience  in  managing  all  aspects  of 
daily  printing  operations,  with  proven  organ¬ 
izational,  leadership,  and  communication 
skills.  A  college  degree  is  desired,  with 
demonstrated  proficiency  in  budgeting, 
quality  control,  staff  development,  and 
strategy  implementation.  Experience  with  or 
knowledge  of  Goss  single-width  presses  a 
plus.  Must  be  willing  to  work  some 
evenings,  weekends,  and  holidays.  Position 
includes  a  highly  competitive  salary  and  a 
very  comprehensive  benefit  package. 
Please  send  resumes  to: 

The  Ann  Arbor  News 
Attn:  Human  Resources  Manager 
340  E.  Huron  Street,  Ann  Arbor,  Ml  48104 


MARKET  DEVELOPMENT  MANAGER 
Media  Marketing,  developers  of  the  imMEDI- 
Ate  sales  presentation  software,  seeks  a 
sales  professional  to  service  our  west 
coast  territory.  Media  sales  experience,  ex¬ 
cellent  presentation  skills,  proficiency  with 
major  software  programs  required.  Knowl¬ 
edge  of  imMEDIAte,  experience  with  laptop 
selling  are  pluses.  E-mail  resume  to: 

Allyn  Hallisey:  Allynh@immediatesfa.com 


For  help  wanted/position  wanted  rates  call 
Hazel  Preass  at  646.654.5302  or 
Michele  MacMahon  at  646.654.5303 

- the  newspaper  industry's - 

- meeting  place. - 


-POSITIONS  WANTED- 


ADMINISTRATIVE  I 


PROFESSIONAL,  AWARD  WINNING  PUBLISH¬ 
ER,  currently  employed,  seeks  a  new  chaF 
lenge.  Over  23  years  of  metro,  community 
and  weekly  experience.  Results  driven,  suc¬ 
cessful  and  solid  references;  inquiries  to: 
cjml717@hotmail.com 

PUBLISHER  i 

After  14  years  of  steady  promotions  within  | 
the  same  company,  my  candidate  finds  j 
himself  with  no  place  to  further  his  career,  i 
He  is  looking  for  another  Publisher  position 
that  will  allow  him  to  not  only  add  value  via  ; 
advertising,  but  also  by  editorial,  he  has  j 
been  highly  successful  both  as  a  Publisher  ! 
of  a  small  daily  and  as  a  Group  Publisher  of  j 
several  weeklies.  i 

If  you  employ  this  candidate,  there  will  be  ; 
no  fee.  his  present  employer(a  small  chain  j 
of  dailies  and  weeklies)  has  agreed  to  pay  j 
our  fee.  This  is  being  done  out  of  gratitude  i 
for  all  of  his  years  of  service.Please  call  i 
Rob’t  Greene  at:  (563)  3594877  or  FAX  in-  i 
quiries  to:  (563)  359-8359  or  E-mail  us  at:  j 

greene@goodnews-searchfirm.com.  j 

_ ADVERTISING _ 

PRO  AVAILABLE  for  business  development  - 
full  time  or  consultant.  Ad  sales/manage-  I 
ment  experience  with  dailies,  weeklies,  i 
I  monthlies,  special  interest  and  yellow  page,  i 

I  Based  in  (Central  Virginia.  Able  to  travel.  j 

I  Call  (804)  382-9220  or  Lleitstein@aol.com  I 

_ CIRCULA'nON _ 

CIRCULATOR  with  experience  at  three  major  | 
metros  seeks  new  challenge.  Both  inde-  j 
pendent  Distributor  and  Union  experience,  j 
Seeking  package  over  90K  plus  auto  allow-  i 
ance.  Strong  in  Marketing  with  lots  of  creative  i 
ideas.  Not  your  usual  circulator  and  I  1 
will  make  it  happen.  Strong  people  skills.  I 
E-mail  to:  bk22310@aol.com  j 

-  I 

EXPERIENCED  hands-on  CIRCUUTOR  avail-  j 
able  immediately  in  New  York. 

Phone/fax  (631)  588-2735 

_ EDITORIAL _ 

A  FIRST-CLASS  FEATURE  STORY  WRITER  ' 
published  in  Canada,  U.S.  and  U.K.  will  help  | 
you  sell  newspapers,  preferrably  in  the  | 
Sunbelt.  For  clips/more  information,  write:  | 
JWTompkins@shaw.ca  j 

BUDDING  SPORTSWRITER,  currently  free-  | 
lancing,  seeks  position  with  small  to  | 
mid-size  daily.  Versatile  writing  background.  ; 
Salary  flexible  based  on  position,  responsi-  | 
bility  and  opportunity.  Ken  Lynch:  (610)  ; 
78W012  or  E-mail:  jkenlynch@aol.com.  i 


EDITOR  &  PUBLISHER 
CLASSIFIED  RATES 


HELP  WANTED 

Line  rates:  $13.25  per  line,  per 
week,  three  line  minimum 
Black  and  white  display  ads 
$144  00  per  col.  inch,  per  week 
one-inch  minimum 
halt-inch  increments 

EQUIPMENT  &  SUPPLIES 
INDUSTRY  SERVICES 
ANNOUNCEMENTS 

FEATURES  AVAILABLE 

line  rates:  12.10  per  line,  per  week 
three  line  minimum 
Black  and  white  display  ads 
$144.00  per  col.  inch,  per  week 
one-inch  minimum 
half-inch  increments 
ALL  CATEGORIES 
Red  display  ads:  $61.00  per  week  in 
addition  to  black  and  white  display 
rates  Frequency  discounts:  For  both 
line  and  display  ads,  run  two  or  more 
weeks  and  enjoy  big  discounts.  Blind 
boxes:  $25  00  per  insertion:  counts 
as  two  lines  of  copy.  The  identity  of 
box  holders  cannot  be  revealed. 
Readers  are  advised  not  to  send 
samples  when  replying  to  blind  box 
ads;  we  are  not  responsible  for  the 
recovery  of  samples. 

DEADLINE: 

Tuesday  prior  to  monday  issue  date 


CALL  .MICHELE  GOLDEN  AT 
(646)  654-53Q4 


TOLL  FREE:  888  825-9149 


HAZEL  PREUSS 
(HW-EASTERN  U.S.) 

hpreuss@editorandpublisher.com 

M01ELE  MACMAHON 
( HW  -  CENTRAL  +  WESTERN  U.S.) 

mmacmahon@editorarxlpublishercom 


From  the 

newsrooms 

to  the 

PRESSROOMS 

to  the 

boardrooms  - 

no  one  covers  the 
newspaper  business  like 
Editor  &  Publisher 


visit  our  wchsite  ;lt 
\\  w  \\. LHlitoraiulpuhlisliL  r.com 


The  newspaper  industry's  MEETING  place. 


www.editorandpublisher.com 
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more! 


AVAILABLE  NOW! 


THE  NEW  2002 
EDITOR&PUBLISHER 
MARKET  GUIDE 

With  the  Exclusive 
E&P  Better  Living  Index! 


For  decades  marketers  have  used  the  E&P  MARKET  GUIDE  as  a  planning 
tool  and  relied  on  the  demographic  and  economic  tables  to  provide  actuals 
and  remarkably  accurate  annual  projections. 

Plus,  the  MARKET  GUIDE  is  a  highly  recommended  source  of  relocation 
data  with  its  market  profiles  and  quality  of  life  indices.  It  is  this  unique  com¬ 
bination  of  quantitative  and  qualitative  data  that  provides  such  a  uniquely 
accurate  description  of  community  life. 

Now,  in  our  78th  anniversary  printing,  the  MARKET  GUIDE  offers 
newly  updated  data  in  both  areas  to  enhance  your  research  needs! 

Relocation  info  indudes  rankings  of  quality  of  life  data  induding: 

•  Cost  of  Living  Index 

•  Crime  Index 

•  And  overall  BETTER  LIVING  INDEX! 


Demographic  data  includes: 

•  Graduation  Levels 

•  Housing  and  Rental  Rates 

Now  Population  Forecasts  are 
projected  out  5  YEARS  to  2007! 

All  the  market  data  for  Canada  is  in 
one  convenient  section! 

PLUS  ... 

...  these  regular  features:  Population  by  Age,  Ethnic 
Breakdowns,  Number  of  Households,  Income  per 


MARKET 
GUIDE 


Household  and  per  Capita, 

Principal  Industries,  Chain  Outlets,  Retail 
Outlets,  Location  of  Markets,  Newspapers 
Serving  the  Market,  Retail  Sales  Data,  and  much,  much 


It’s  the  only  source  of  valuable,  descriptive  information  for  MSA  and 
non-MSA  markets  in  the  US.  and  Canada  ...  plus  critical  market  data  for 
more  than  1,600  cities  and  all  3,141  US.  counties. 

pkici.m; 

The  E&P  MARKET  GUIDE  is  just  $150  plus  $15  shipping/handling .  (CA, 
DC,  FL,  IL,  M A,  MD,  NJ,  NY,  OH  and  TX  residents  please 
add  appropriate  sales  tax.  Canada  residents  please  add 
GST.) 


ORDER  TODAY! 

Please  send  payment  to: 

EDITOR  &  PUBLISHER  DIRECTORIES 
770  Broadway,  New  York,  NY  10003 

Or  caU  (888)  612-7095 

EDITORef  PUBLISHER 


INCLUDING  All  AVAILABLE  E-MAIL  ADDRESSES  AND  WEB  SITES 


EOnORDPUBUSHER 


^as  rr, 

mm 


IhinRNATIONAL 

YEARBOnC 


No  Sales  Staff  Should  Be  Without  One 

Publishers,  General  Managers  Advertising  Executives,  Circulation 
Managers,  Marketing  Managers,  Advertising  Agency  Executives, 

New  Media  Executives,  etc. 

Find  The  Information  You  Want  Instantly 

Access  the  Year  Book  information  instantly  with  a  fully  indexed, 
searchable  database  that  allows  you  to  target  the  U.S.  and  Canadian 
newspaper  industry 

It's  Easy,  It's  Fast,  It's  Simple 

The  fast,  menu  activated  search-and-display  capability  of  our  CD-ROM 
makes  finding  data  and  compiling  lists  easier  than  ever. 

Customize  Your  Search  By  Any  Field 

Search  newspapers  by  Titles,  Personnel  Names,  City,  State,  County  and  Zip 
Codes.  Search  for  special  topic  editions;  Religious,  Ethnic,  Alternative.. ..and 
much  more! 


*  Exportable  Data  For  Mail  Merge 

All  the  information  can  be  exported  to 
your  PC  in  a  wide  range  of  file  formats. 

Customize  mailing  lists  for  each  of  your 
communications  projects  from  traditional 
mass  mailings  to  broadcast  e-mails  to  telemarketing.  Create  your  own 
contact  management  database  with  applications  like  Act  or  Access. 

*  CD-ROM  Sections 

The  Year  Book  CD-ROM  lists  over  90,000  personnel  names  including  all 
U.S.  Dailies,  U.S.  Weeklies,  Canadian  Newspapers,  Foreign  Newspapers 
and  Mechanical  Equipment  sections  ...  names  of  contacts  and  their  areas 
of  responsibility,  plus  other  critical  information  about  newspapers, 
newspaper  suppliers  and  service  companies 

SYSTEM  REQUIREMENTS:  Windows  95.  98  and  NT  -  32  MB  of  RAM  minimum,  SVGA  Monitor  or  higher.  10  MB 
available  hard  dnve  space.  Macintosh  -  MACINTOSH  PLUS  or  higher,  OS  V6.0.7  or  later,  2.5  MB  RAM  mimmum, 

2  MB  available  hard  drive  space.  DOS  -  VGA  monitor  or  higher,  DOS  3.3  or  higher,  Microsoft  CD-ROM  extensions, 
640K  RAM,  SMB  available  hard  drive  space. 


CD-ROM  WITH  EXPORT  CAPABILITIES  ;  $899  $795 


EXP;  02/28/02 
YBXXEPB2 


Name:- 


Title: . 


Company  Name:- 


Address:— 

Telephone:. 


City:_ 
Fax  No: 


NY: 


Zip: 


Payment  Method:  D  VISA  D  MC  d  AMEX  D  Check  Enclosed  •  Acct#- 


Exp.  Date:. 


Add  Applicable  sales  tax:  CA,  DC,  FL,  GA,  IL,  MA,  NJ,  NY,  OH,  TX,  CANADA  •  U.S./Canada  add  $12.00  for  S&H 
Signature -  ‘Fax  to  Attention:  Randy  Larsen  Jr.  @  (646)  654-5363 

I  mm  mm  amm  mm  mm  ^m  ^m  hi  mm  ^m  ma  mm  mm  mm  mm  mm  mm  mm  mm  mm  mm  mm  mm  mm  ^m  ^m  ^m  mm  mm  ^m  ma  ^m  mm  mm  m 

For  more  information  or  to  order  call  Randy  Larsen  Jr.  (800)3364380  ext.  1  or  order  online  at  www.edhorandpubiisher.coni 


MORE  THAN  500,000  NEWSPAPER  FACTS! 


J 


RETAIL  ROP  ADVERTISING  INDEX 


NATIONAL  ROP  ADVERTISING  INDEX 


PREPRINTED  INSERT  ADVERTISING  INDEX 


DISPLAY  CLASSIFIED  ROP  ADVERTISING  INDEX 


7%;  and  the  classified  index, 
5%.  For  the  year,  retail  was 
down  15%;  classified,  12%; 
inserts,  9%;  and  national,  8%. 


period  a  year  earlier. 

For  December,  the  retail 
index  sank  18%;  the  insert  in¬ 
dex,  9%;  the  national  index. 


Competitive  Media  Reporting 
newspaper  advertising  indices 
dropped  for  the  month, 
compared  with  the  same 


Like  the  rest  of  the 
year,  December  was 
kind  of  a  downer  as 
all  four  of  the  exclusive  EtiPj 


THE  DECEMBER  E&P/Cm  NEWSPAPER  ADVERTISING  INDICES 


JAN  FEB  MAR  APR  MAY  JUN  JULlAUG  SEPiOCT  NOV  DEC 

)  100.00  104.64  113.07  112.99  120.64  113.25  96.66  107.05  '  114  97  114.51  145  72  173.67 

79.33  68.65  100.09  94.09  104.82  97.54  80.28  95.99  68.64  90.54  127.83  141.24 

MLcmaBES  \mm 

)arel  8.  Accessory  Stores  |  -20%  :  -24%  q  jddy  both  In  December  and 

oTiiiyieWiiiir  i  -20%  1-25%  O all  of  2001,  compared  With 

,ks  8.  stationery  Stores  -13%  ^  -1%  same  periods  a  year  earfier,  the 

MbqElMgM  j  -7%  j-38%  Retail  ROP  Index  did  get  booster 

nputer  Stores  :  -63%  -62%  jbots  administered  by  the  Drug 

tstimer  EtiJuuUi  i  -19%  1-23%  Stores  category  during  the  same 

.artment  Stores  -10%  :  16%  time  frames.  It  was  the  only 

■"!-  gainer  for  the  month  —  and  one 

niture  8i  Accessories  -7%  :  -6%  When  the  Discount  Stores 

jhMc  i  -12%  'i‘'-21%'~  eatery  also  finished  on  the  plus 

ce  Supply  Stores  !  -59%  -77%  Side.  The  big  iosers:  Computer 

xttie  Goods  Stores  |  -2%  j  -8%  Stores  and  Office  Supply  Stores. 


JUL  AUG 


FEB  M.\R 

94.93  '  10822  '  105,97  '  106.57  '  102.74  92.93  97,40  102,66  116  17  '  109  81'  11386 

96  19  99  39  94.03  98.14  99  30  93  09  84  19  92,33  100  51  101  41  105,92 

!«  Yro-wjDEc"^’' 

,r  Associations  I  'S  j  JS 

lit  Cards  '  -18%  -36%  VS  Airlines  category  soared  in 

8i  Software  1-17%  I  -5%  December,  compared  with  the 

3ffice/Other  -3%  -47%  same  month  a  year  earlier.  Also 

tomotive  -1%  I  -12%  humming  along  in  December  were 

usehoid  -8%  j  0%  the  Auto  Dealers  Associations  and 

it/Poiiticai  i  -7%  i  13%  Govemment/Political  categories, 

esorts  ^  ^-2  A  ;  -13  4  Overall,  though,  it  was  a  forget- 

i5  1 ,330/^  ^  ,440^  table  month  for  the  National  ROP 

i  .31%  j  .24%  (Run-of-Press)  Index  with  the 

tures  --15%  1-11%  Corporate/Office/Other  and 

Hirism  i  -12%  |  1%  Investments  categories  stalling 

Communications  .  -3%  :  -4%  out,  big  time. 


Preprinted  Insert  Index 
YTD  -9%,  DEC  -9% 

With  the  Sporting  Goods  Stores  and 
Consumer  Electronics  categories 
both  up  a  little,  the  Building  Materials  and 
Drug  Stores  categories  both  fiat,  and  the 
Other  Inserts,  Discount  Stores,  and  Office 
Supply  Stores  categories  all  down  a  lot  in  Food  8.  Household  (CMO) 
December,  compared  with  same  period  a 
year  earlier,  the  Preprinted  Insert  Index 
performance  was  equally  unimpressive  for 
the  month  and  the  year. 


INSERT  CATEGORIES 


Building  Materials 


Consumer  Electronics 


Discount  Stores 


Furniture  8,  Accessories 


I  JAN  FEB  MAR  APR  MAY  JUN  JUL  AUG  SEP  OCT  NOV  DEC 

2000  10000  100.47  111  76  134.55  '  119.85  11485  106  08  '  118  03  '  111  31  '  140.82  '  182.87  17801 

200  1  9023  10299  104.35  12209  11324  10093  93.88  112.62  10918  103  40  150.72  160.95 


Other  Inserts 


Display  Classified  ROP 
Index  YTD  -12%,  DEC  -5% 

Running  true  to  their  2001  forms,  the 
Other  Display  Classified  and  Recruit¬ 
ment  categories  were  the  top  and  bottom 
finishers,  respectively,  in  the  Display 
Classified  ROP  Index  in  December,  on  a 
year-over-year  basis.  Overall,  the  index 
did  better  for  the  month  than  for  the  year. 


I  JAN  FEB  MAR  APR  MAY  JUN  JUL  AUG  SEP  OCT  NOV  DEC 

■2000  100.00  92.60  9847  105.71  97.34  98.49  103.74  94  75  1(B.73  104.76  88.95  84  24 


CLASSIRED  CATEGORIES 

YTD 

DEC 

Automotive 

-3% 

3% 

Educatkm 

-15% 

-20% 

Other  Oispiay  Classified 

24% 

21% 

Real  Estate 

-4% 

0% 

Recruitment 

-50% 

-58% 

RETAIL  CATEGORIES 

YTD 

DEC 

Apparel  8i  Accessary  Stores 

-20% 

-24% 

AutoTii|[il|ri||||i!u 

-20% 

-25% 

Books  &  Stationery  Stores 

-13% 

-1% 

BuHdbqEllMgAk 

-7% 

1-38% 

Computer  Stores 

-63% 

-62% 

Consumer  Eleclwlc* 

-19% 

i  -23% 

Department  Stores 

-10% 

i  -16% 

tenteiSteRs  „ 

8% 

\  -5% 

Drug  Stores 

72% 

16% 

Furniture  8i  Accessories 

-7% 

:  -6% 

JiWiiry  GtMM 

-12%  ‘ 

?"-21%“ 

Office  Supply  Stores 

-59% 

-77% 

SpoMne  Goods  Stores 

-2% 

I  -8% 

NATIONAL  CATEGORIES 

YTD 

DEC 

Airlines 

-17% 

32% 

Auto  Dealer  Associations 

18% 

15% 

Banks/Credit  Cards 

-18% 

-36% 

Computers  8i  Software 

-17% 

-5% 

Corporate/Office/Other 

-3% 

-47% 

Factory  Automotive 

-1% 

-12% 

Food  &  Household 

-8% 

0% 

Govemment/Political 

-7% 

13% 

Hotels  8i  Resorts 

-2% 

-13% 

Insurance 

-26% 

-32% 

Investments 

-38% 

-44% 

Mail  Order 

-31% 

-24% 

Motion  Pictures 

-15% 

-11% 

Travel  8i  Tourism 

-12% 

1% 

Utilities  &  Communications 

-3% 

-4% 

150 

100 

i 

50 

1 

^DEC 

-11% 

0% 

-»W. 

3% 

|48» 

3% 

■tB% 

-15% 

-22% 

|.  .«t 

OK 

-9% 

-14% 

t 

-4« 

-7%  i  -18% 

l-m 

-14%  -31% 
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Focus  ON 


The  numbers  add  up  to  a  challenge  for 
Publisher  Joseph  T.  Natoli,  who  in  March 
was  named  to  the  paper’s  top  business 
post.  Natoli,  45,  a  26-year  Knight  Ridder 
veteran,  arrived  in  San  Jose  from  south¬ 
ern  Florida,  where  he  was  president  of 
The  Miami  Herald.  He  replaced  Jay  T. 
Harris,  who  cited  cuts  in  the  paper’s 
budget  and  coverage  when  he  resigned  as 
Mereury  News  publisher  last  year. 

“We  are  committed  to  showing  growth 
in  daily  and  Sunday  circulation  in  2002 

and  have  a  plan  _ 

to  do  so,”  Natoli 
toldf&P.-We 
start  with 

the  knowledge  V  1 1  H  1 1  kN 

that  qualitv’ 
journalism  and 

financial  success  have  always  gone  hand- 
in-hand.”  Natoli  said  the  paper,  which 
publishes  four  zoned  editions,  has  added  a 
page  apiece  to  its  local  and  sports  sections 
each  day;  hired  former  Chicago  Tribune 
sports  columnist  Skip  Bayless;  and  broad¬ 
ened  coverage  of  professional  spwrts, 
particularly  the  National  Football  League. 

In  addition,  the  paper  has  begun 
running  weekly  columns  covering  schools, 
philanthropy,  local  retail,  neighborhoods, 
youth,  and  politics,  as  well  as  photos  of 
the  Bay  Area  social  scene. 

At  the  same  time,  the  Mercury  News  has 
increased  local  coverage  in  Palo  Alto  (on 
the  southern  end  of  the  peninsula  between 
San  Francisco  and  San  Jose),  Natoli  said. 
“A  targeted  promotion  effort,  complete 
with  samples,  kiosks,  door  crews,  and 
telemarketing,  along  with  advertising  in 
local  media,  all  helped  us  gain  more  than 
1,000  copies  in  a  region  that  is  veiy- 
important  to  our  advertisers,”  he  said. 

The  Mercury  News  is  the  main  forum 
for  Silicon  Valley  print  advertising,  “and 
even  if  you’re  from  cj  berspace,  you’d  soon 
realize  that’s  the  main  vehicle  to  reach  the 
mass  market,”  said  John  D.  Heagerty, 
president  and  chief  operating  officer  of 
Coakley  Heagerty  Cos.  Ltd.,  a  full-service 
advertising  and  public-relations  agencv' 


Assuming  you  know  the  way,  you’ll  find  downtown  San  Jose  —  “The  Capital  of  Silicon  Valley. 

Surviving  high-tech  tumble 


BY  TODD  SHIELDS  AND  EILEEN  DAVIS  HUDSON 

The  Silicon  Valley  dominates  the  southern  end  of 
California’s  Bay  Area,  and  Knight  Kidder’s  San  Jose 
Mercury  News  dominates  the  valley’s  newspaper  land¬ 
scape,  But  the  paper  has  suffered  recently,  just  as  the 
Silicon  Valley’s  high-tech  economy  has  fallen  from  the 
heights  reached  during  the  1990s’  dot-com  bubble.  Still,  this  is  one  of 
the  most  affluent  regions  of  the  United  States.  More  than  40%  of  the 

area’s  households  have  annual  incomes  dropped  over  the  same  period.  The 
of  at  least  $75,000.  Santa  Clara  County,  paper’s  overall  ad  revenue  was  off 
home  to  the  Mercury  News,  is  the  desig-  24%  for  the  year  through  October, 

nated  market  area’s  wealthiest  sector.  according  to  Knight  Ridder 

According  to  Audit  Bureau  of  Newspaper  Division  President  Steve 

Circulations  (ABC)  tallies  through  Sept.  Rossi’s  presentation  to  media 
30,  Mercury  News  daily  and  Sunday  analysts  in  New  York  in  December, 

circulation  each  dropped  more  than  6.5%  Earlier,  the  Mercury  News'  Sunday 

in  the  preceding  year,  to  268,621  and  magazine,  5F,  was  folded  because  of 

301,649,  respectively.  Advertising,  too,  the  sharp  drop-off  in  ad  spending. 


AD  SPENDING  BY  MEDIA 

BAY  AREA,  CALIF.  jan.-0EC.  2000  JAN.-DEC.  1999 
Spot  TV  $520,834,000  $491,042,300 

Local  Newspaper  $487,244,270  $520,466,880 

Spot  Radio  $391,458,300  $338,937,940 

Local  Magazine  $16,098,470  $16,143,680 

Total  $1,407,295,380  $1,377,630,490 

Source:  Nietsen  Monitor-Plus  2001 
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based  in  San  Jose.  Heagerty  can  attest  to 
the  power  of  a  classified  ad  in  the 
Mercury  News.  (The  category  has  been 
particularly  hard  hit,  with  the  Mercury 
News'  overall  classified  revenue  off  29-6% 
and  recruitment  classified  off  52.4% 
through  October,  according  to  Rossi’s 
figures.)  Heagerty  said  he  had  received 
more  than  300  resumes  from  a  three-day 
ad  this  month  seeking  a  midlevel  office 
manager.  This  far  outstripped  the 
response  Heagerty  had  received  from 
earlier  ads  on  such  online  sites  as 
Monster.com  and  HotJobs.com. 

At  the  same  time,  Heagerty  said  he 
hoped  the  Mercury  News  would  cut  rates. 
“I  want  to  talk  to  Joe 

[Natoli]  about  how  we  NKWSF 

can  boost  his  volume,”  THF  A1 

Heagerty  said.  “We  „  _ 

,  ,  j  San  Francisco 

haven  t  seen  any  hard-  SanFrancisa 

nose,  rate-cutting  special 
deals.”  Heagerty  said  his  san  Francisci 
agency  continues  to  place  San  Jose  Men 
ads  in  the  Mercury  News,  San  Mateo  Coi 
while  also  using  smaller  San  Francisci 

newspapers  that  serve  ^Mateo^Cc 

specialized  audiences  or  „ 

ur  u  j  1.U  Mann  County: 

are  published  on  the  uarin  InrJepei 

fnnges  of  Silicon  Valley.  jan  Francisci 

Other  San  J ose  The  Press  Dei 

newspapers  include  the  Alameda  Coun 

free-circulation  monthly  The  Argus,  Fn 

publications  owned  by  the  fj* 

Times  Newspaper  Group.  Tri-Valley  Her. 

The  company  produces  San  Francisci 

six  newspapers  in  San 
^  ^  ,  Contra  Costa 

Jose,  with  a  total  press 

run  of  about  100,000 
copies,  and  one  in  nearby  Tri-Valley  Her. 

Campbell  with  a  press  run  San  Francisci 

of  about  35,000,  said 

„  T’j'i  n-ii  ‘Combined  circulation 

Executive  Editor  Bill  Source:  Audit  Bureau  ( 

Stubbee. 

“We  just  focus  on  events,  activities, 
and  people  in  these  local  communities 
and  their  neighborhoods,”  Stubbee  said. 
Real-estate  advertisers  are  the  Times 
papers’  largest  customers,  with  other 
important  advertisers  including  car 
dealers,  restaurants,  small  retail  shops, 
and  local  governments. 

Alternative  newspapers  in  the  area 
include  Metro  Newspapers,  which 
publishes  four  free  weeklies  in  the  Bay 
Area.  They  include  the  San  Jose-based 
Metro  Silicon  Valley,  which  distributes 
about  100,000  copies  weekly.  Advertisers 
are  “a  traditional  alternative  newspaper 
mix,”  said  Dan  Pulcrano,  Metro 
Newspapers  CEO  and  executive  editor. 


“We  are  the  most  powerful  media  in  the 
Silicon  Valley  region,  according  to  The 
Media  Audit,”  Pulcrano  asserted.  “More 
people  read  Metro  each  week  than  read 
any  one  section  of  a  daily  newspaper  or 
listen  to  any  single  radio  station. ...  Our 
audience  is  younger,  richer,  and  better- 
educated  than  daily  newspaper  readers.” 

Natoli,  the  Mercury  News  publisher, 
said  his  paper  is  seeking  increased  ad 
buys  from  small  retailers  and  from 
midsize  retail  accounts,  such  as  hospitals, 
universities,  and  local  governments.  He 
also  is  offering  “the  Bay  Area  buy”  —  a 
package  that  can  include  the  Mercury 
News  and  three  other  Knight  Ridder  daily 


NEWSPAPERS: 

Daily 

Sunday 

Daily  Market  Sunday  Markei 

THE  ABCS 

Circulation 

Circulation 

Penetration 

Penetration 

San  Francisco  County:  324,680  Households 

San  Francisco  Chronicle,  The  Examiner* 

158,834 

137,131 

48.9% 

42.2% 

Santa  Clara  County:  589,321  Households 

San  Francisco  Chronicle,  The  Examiner* 

31,633 

27,878 

5.4% 

4.7% 

San  Jose  Mercury  News 

233,135 

267,558 

39.6% 

45.4% 

San  Mateo  County:  266,603  Households 

San  Francisco  Chronicle,  The  Examiner* 

92,183 

100,217 

34.6% 

37.6% 

San  Jose  Mercury  News 

16,317 

17,200 

6.1% 

6.5% 

San  Mateo  County  Times 

33,580 

12.6% 

Marin  County:  105,312  Households 

Marin  Independent  Journal,  Novato 

37,887 

38,279 

36.0% 

36.3% 

San  Francisco  Chronicle,  The  Examiner* 

40,842 

45,687 

38.8% 

43.4% 

The  Press  Democrat,  Santa  Rosa 

1,049 

1.0% 

Alameda  County:  539,655  Households 

The  Argus,  Fremont 

31,066 

31,024 

5.8% 

5.7% 

The  Daily  Review,  Hayward 

38,174 

38,136 

7.1% 

7.1% 

The  Oakland  Tribune 

58,505 

53,275 

10.8% 

9.9% 

Tri-Valley  Herald,  Pleasanton 

22,029 

21,984 

4.1% 

4.1% 

San  Francisco  Chronicle,  The  Examiner* 

96,037 

97,969 

17.8% 

18.2% 

San  Jose  Mercury  News 

19,200 

22,630 

3.6% 

4.2% 

Contra  Costa  Times,  Walnut  Creek** 

26,633 

28,028 

4.9% 

5.2% 

Contra  Costa  County:  366,946  Households 

The  Oakland  Tribune 

6,539 

6,271 

1.8% 

1.7% 

Tri-Valley  Herald,  Pleasanton 

9,754 

9,619 

2.7% 

2.6% 

San  Francisco  Chronicle,  The  Examiner* 

56,717 

61,595 

15.5% 

16.8% 

Contra  Costa  Times,  Walnut  Creek** 

152,245 

162,146 

41.5% 

44.2% 

‘Combiiwd  circuiabon  of  both  papers  “Aggregate  circulabon  of  four  Knight  Ridder  papers 
Source:  Audit  Bureau  of  Circulations 


newspapers  north  of  San  Jose  in  an  area 
known  as  the  East  Bay:  the  Contra  Costa 
Times  in  Walnut  Creek  (circulation 
182,727  daily,  192,199  Sunday),  the  West 
County  Times  in  Richmond,  and  the 
Valley  Times  in  Pleasanton. 

Bay  City  rolling 

One  significant  change  on  the  local 
media  scene  in  2000  was  the  completion 
of  the  sale  of  the  San  Francisco  Examiner 
and  the  dissolution  of  the  paper’s  joint 
operating  agreement  with  its  larger 
partner,  the  San  Francisco  Chronicle. 

The  Hearst  Corp.  purchased  the  family- 
owned  Chronicle  and  then  sold  the 
afternoon  Examiner,  which  had  been 


part  of  the  Hearst  family’s  holdings  since 
the  days  of  William  Randolph  Hearst,  to 
another  prominent  Bay  Area  publishing 
family,  the  Fangs. 

The  Fang  family,  which  also  owns 
The  Independent,  a  thrice-weekly  San 
Francisco  paper  with  a  free  distribution 
of  about  379,000,  converted  The 
Examiner  to  the  morning  cycle  (going 
head-to-head  against  the  Chronicle) 
and  launched  a  Sunday  edition.  The 
Examiner's  Saturday  issue  was 
discontinued. 

The  Examiners  circulation  now  stands 
at  approximately  50,000,  said  Executive 
Editor  Zoran  Basich,  which  is  less  than 
half  of  ABC’s  September 
Sunday  Martet  2000  figure  for  the  paper  in 
Panefration  its  last  days  under  the 
Hearst  umbrella.  At  the 
42  2%  request  of  The  Exam  iner, 

ABC  suspended  its  audit  of 
47%  the  paper  last  year.  Basich 
45.4%  said  ABC  will  begin  auditing 
again  this  summer. 

37.6%  As  The  Examiner 

®  ®  continued  to  suffer  growing 

pains,  the  Chronicle's 
36  3%  weekday  circulation  in  the 

43.4%  fall’s  ABC  FAX-FAX  jumped 

12%,  to  512,042  in  2001 
from  457,028  in  2000. 

5.7%  The  Chronicle's  Sunday 

g  circulation  dipped  5.3% 

4.1%  over  the  same  period,  to 

18.2%  523,096  from  552,400. 

g  Another  major  player  on 

the  Bay  Area  newspaper 
j  scene  is  MediaNews  Group 

2.6%  Inc.  The  Oakland  Tribune 

16.8%  (68,962  weekday  circulation, 

65,320  Sunday),  serves  the 
East  Bay  cities  of  Oakland, 
Berkeley,  Richmond,  Albany, 
and  surrounding  suburban  areas. 
MediaNews  also  operates  a  cluster  of 
papers,  serving  other  Bay  Area  suburbs, 
including  the  San  Mateo  County  Times 
and  The  Argus  in  Fremont. 

Hispanics  make  up  18%  of  the 
market’s  total  population,  well  above 
the  average  of  12%  for  the  country’s 
50  largest  markets,  according  to 
Scarborough  Research. 

At  least  three  free-distribution,  weekly 
newspapers  serve  Hispanic  residents  of 
the  Bay  Area:  Nuevo  Mundo,  a  sibling  of 
the  San  Jose  Mercury  News;  El  Obser- 
vador,  a  bilingual  publication  also  based 
in  San  Jose;  and  El  Mensajero,  which  is 
headquartered  in  San  Francisco.  11 
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FORECm  FOR  IRON: 


Press  makers  remain  positive,  but  will  the  next  new  medium 
leapfrog  over  their  own  developments  in  digital  printing? 

BY  JIM  ROSENBERG 

SO  LITFLE  LETTERPRESS  IS  LEFT  THAT  VENDORS  WERE 

bound  to  sell  additions  to  competitors’  offset  presses.  But 
judging  from  remarks  at  last  month’s  Newspaper  Asso¬ 
ciation  of  America  SuperConference,  prerecession  bud¬ 
gets  made  2001  a  very  good  year  for  most  press  makers. 
The  annual  panel  discussion  included  for  the  first  time  a  represen¬ 
tative  from  the  single-wide-only  business  —  which,  said  Pamarco 
Technology  Inc.  CEO  Richard  Segal,  wasn’t  hurt  as  much  as  the 
double-wide  market  in  2001,  when  his  firm’s  Dauphin  Graphic 


Machines  subsidiarj"  had  its  best  year  yet. 

And  while  Vince  Lapinski  also  reported 
an  all-time  high  for  MAN  Roland’s  North 
American  business  last  year,  the  newspaper 
group  vice  president  for  the  German  maker 
of  single-  and  double-wide  presses  con¬ 
ceded  that  his  project  list  has  been  shrink¬ 
ing  —  though  currency-exchange  rates  do 
make  some  purchases  “more  attractive.” 

But  at  the  same  time  that  Wifag  Press 
Co.  Sales  Vice  President  Joe  Ondras  could 
point  to  the  Swiss  company’s  five  North 
American  customers  and  promote  the 
efficiency  of  living  plate  changes,  others 
looked  to  the  add-on  market. 

Goss  Graphic  Systems  Regional  Sales 
Manager  Andy  LeszczjTiski  cited  customer 
investment  in  added  page  and  color  capa¬ 
city,  upgrades,  and  new  controls.  TKS 
(U.SA)  Inc.  National  Sales  Manager  Mike 
Shafer  said  adding  color  towers  to  presses  is 
easy  to  justify  when  it  means  no  longer 
turning  away  ads.  He  predicted  the  indus¬ 
try  will  see  more  additions  to  existing  offset 
plants  than  new  presses  for  greenfield  sites. 
From  the  web  press  division  at  KBA  North 
America  Inc.,  Sales  and  Customer  Service 
Vice  President  Heinz  Schmid  said  much 
the  same  was  true  for  Europe,  though  some 
all-new  press  business  persists  in  East  Asia. 


To  varying  degrees,  press  makers  are 
bidding  to  add  to  £md/or  upgrade  others’ 
machines.  Though  putting  KBA  iron  and 
controls  into  the  Goss-equipped 
(Texas)  American-Statesman  required 
substantial  engineering,  said  Schmid,  he 
thinks  more  such  mixing  and  matching 


will  be  offered.  KBA’s  project  included 
upgrading  inkers  to  press  packs  and  adding 
controls  and  page  planning. 

Moderator  Michael  Sheehan,  Dow 
Jones  &  Co.  Inc.  production  vice  president, 
sparked  the  topic  by  recalling  that  when 
his  own  company’s  17-plant  capacity- 
expansion  project  began,  only  Goss  equip¬ 
ment  went  into  its  Goss-equipped  plants 
and  only  TKS  into  TKS-equipped  sites. 

MAN  arranged  with  Global  Press  Sales 
to  integrate  MAN  equipment  with  other, 
already-installed  presses.  Lapinski  said 


experience  showed  the  controls  interface  is 
“critical”  when  adding  MAN  towers. 

Sheehan  asked.  “Is  this  add-on  market 
going  to  force  you  to  more-open  thinking?” 

Schmid  allowed  that  it  at  least  means 
learning  about  others’  systems,  but  that  it’s 
also  in  all  suppliers’  interests  to  share  infor¬ 
mation  that’s  going  to  be  obtained  anyway. 

Controls  are  a  challenge  for  any  multi¬ 
vendor  press  line.  WTiere  once  TKS  had  its 
own  U.S.  controls  business,  now,  said 
Shafer,  “well  work  with  whatever  control 
system  the  customer  wants”  when  adding 
to  a  press.  But  for  full-press  sales,  it  is  de¬ 
veloping  a  new-generation  system  (though 
customers  ultimately  choose  the  software). 

In  contrast,  after  moving  away  from 
in-house  controls  development  while 
owTied  by  Rockwell  International,  Goss  is 
going  back  to  designing  its  own  rather  than 
refying  on  third  parties,  said  Leszczjmski. 

“We  interface  with  almost  anyone,”  said 
Doug  Gibson,  Heidelberg  Web  Systems’ 
regional  sales  vice  president,  citing  use  of 
off-the-shelf  control-system  components. 

With  digital  presses  not  yet  up  to  dailies’ 
demands,  Sheehan  asked  if  emeipng  wire¬ 
less  and  electronic-paper  technologies  will 
“beat  you  to  the  punch.”  Citing  economic 
feasibilify’,  Schmid  foresees  no  metro  daily 
using  a  digital  press  “in  the  next  five  years.” 

man’s  Dicoweb  handles  some  jobs  at  a 
German  newspaper  printer.  Lapinski 
said  such  machines  may  be  preferred  to 
on-the-fly  replating  for  page  changes, 
short-run  sections,  or  personalizing. 

Executives  gave  no  figures  when  asked 
about  research  and 
development.  Their 
reports:  five  years  of  steady 
spending  (Heidelberg); 
today’s  “much  higher” 
budget  (KBA);  “massive 
investment”  in  digital  im¬ 
aging  and  w'ork  on  cost  of 
ownership  and  computer- 
integrated  manufacturing 
(MAN,  which  bought  a  controlling  interest 
in  Pape  +  Partner  Media);  a  focus  on  “more 
immediate”  benefits,  lower  operating  costs, 
and  factory  upgrades  (TKS);  product-line 
breadth  rather  than  innovation  (Dauphin); 
and  continued  new-technology  applications 
that  typify'  smaller  firms  (Wifag). 

Research  and  development  can  persist 
during  down  years,  said  KBA’s  Schmid, 
when  it  focuses  on  technologies,  not 
products,  then  seeks  application  in  various 
markets  —  much  the  way  MAN’s  Dico 
platform  aims  at  several  markets.  11 


“We  really  have  been 
Mp  devoting  [investment] 
to  broadening  our 

^  Pamarco/Dauphin  Graphic  Machines 
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Norm,’”  Jantze  said.  “But  as  more  people 
joined,  the  less  they  wrote  about  them¬ 
selves.  So  the  format  has  switched  to  some¬ 
thing  more  about  the  comic  and  myself.” 

He  added  that  the  monthly  newsletter 
“answers  a  lot  of  the  questions  I  get:  where 
ni  be,  what’s  new  on  the  Web  site,  why  the 
strip  is  going  in  a  new  direction.” 

YG  does  the  list  management.  “I  did 
self-distribute  originally,  but  keeping  the 
list  current  was  nearly  impossible,”  said 
Jantze.  “The  disadvantage  of  using  a  free 
service  like  Yahoo!  Groups  is  the  pesky 
addition  of  an  ad  whose  content  you  can’t 
control.”  To  get  an  ad-free  newsletter,  he 
might  pay  a  fee  or  leave  YG. 

The  “Dilbert”  newsletter  doesn’t  carry 
ads,  but  might  in  the  future. 

Price,  whose  four-  or  five-times-a-year 
newsletter  has  about  1,300  subscribers,  also 
uses  YG.  ‘When  I  had  all  my  addresses  on 
my  computer,  I 
could  only  send 
the  newsletter  to 

SpPP  about  100  people 
at  a  time  to  avoid 
crashing,”  she 
recalled. ‘Yahoo 
•  /,‘y  I  sends  them  all 
I  at  once  with  the 
St-J  click  of  a  button.” 
YG  also  handles 
new  subscriptions 
and  outdated 
addresses. 

In  her  news¬ 
letter,  Price  has 
written  about  the 
Sept.  11-tribute 
strips  that  ran  on  Thanksgiving  Day,  an 
open  house  at  her  studio  building,  a  new 
“Rhymes  With  Orange”  book,  papers 
signing  or  dropping  her  comic,  and  more. 

Price  said  newsletters  help  cartoonists 
learn  what  their  readers  like,  and  help  “get 
people  excited  about  comic-strip  artists  and 
keep  the  industry  alive.” 

Why  aren’t  there  more  newsletters?  Said 
Jantze,  “I  think  most  cartoonists  are  too 
busy  just  creating  their  strips.”  11 


Several  syndicated  comic  creators  produce  cyberpublications 
that  are  e-mailed  to  their  readers  several  times  a  year 


BY  DAVE  ASTOR 

SOME  COMIC  CREATORS  NOW  HAVE  A  SUBSCRIBER  BASE 

outside  OF  newspapers  —  with  free  e-ma 
The  number  of  cyberpublications  tied 
to  syndicated  strips  is  hard  to  determine. 

Yahoo!  Groups  (YG)  represents  a  hand¬ 
ful  of  them,  and  some  cartoonists  self-distribute  e- 
mail  newsletters,  which  tend  to  be  all  or  mostly  text. 

Probably  the  first  e-mail  newsletter  for  a  major 
strip  was  started  in  1994  by  “Dilbert”  creator  Scott 

Adams  ofUnited  Media.  Two  others  were  Adams.  “I  figured  that 
begun  by  King  Features  Syndicate  creators:  i  ifl  could  make  the 
Michael  Jantze  (“The  Norm”)  in  1996  and 
Hilary  Price  (“Rhymes  With  Orange”)  in 
1999.  There  are  also  newsletters  for,  among 
other  comics,  “For  Better  or  For  Worse”  by 
Lynn  Johnston  ofUnited,  “Monkeyhouse” 
by  Pat  Byrnes  of  Tribune  Media  Services, 
and  “The  Big  Picture”  by  Lennie  Peterson 
of  Universal  Press  Syndicate. 

The  “Dilbert”  newsletter  has  a  huge  list 
of 400,000-plus  subscribers.  There  were 
39  issues  between  1994  and  2001,  with  five 
or  six  planned  for  this  year. 

“I  wanted  to  directly  connect  with 
‘Dilbert’  readers  so  I  could  get  feedback  on 
the  strip  and  they  could  get  information 
about  new  ‘Dilbert’  happenings  —  books, 

Web  site,  TV  show,  licensed  stuff,  etc.,”  said 


Michael  Jantze  creates  art  and  a  newsletter. 


et  cetera 


Museum  is  scheduled  to  be  unveiled  during  the 
March  9  Erma  Bombeck  Writers’  Workshop  at 
the  University  of  Dayton  in  Ohio  (http://erma 
.udayton.edu).  Speakers  include  former  TV 
talk-show  host  Phil  Donahue,  columnists,  and 
others. ...  KRT  added  several  features  to  its 
KRT  Kids  and  KRTeens  packages  covering 


news,  health,  and  trivia.  Also,  Tallahassee  (Fla.) 
Democrat  columnist  Gerald  Ensley  was  added 
to  the  KRT  South  package. ...  April  1  is  the 
deadline  to  enter  the  Thomas  Nast  Prize  for 
editorial  cartooning.  For  more  info,  contact  The 
Miami  Hera/t//KiNG  Features  Syndicate  editorial 
cartoonist  Jim  Morin  (jmorin@herald.com). 


Dave  Barry  of  Tribune  Media  Services 

and  Knight  Ridder/Tribune  Information 
Services  (KRT)  is  writing  special 
columns  almost  every  day  during  the  Winter 
Olympics. ...  The  Erma  Bombeck  Online 
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Live  from  New  York,  it’s . . .  them? 

Laughter  doesn’t  normally  erupt  when  you 
think  about  two  of  the  nation's  stodgiest  papers. 
But  two  new  books  by  The  Wall  Street  Journal 
and  The  New  York  Times  may  change  that. 

Floating  Off  the 
Page:  The  Best  Stories 
from  The  Wall  Street 
Journal’s  ‘Middle 
Column’  (Wall  Street 
Journal  Books/Simon 
&  Schuster),  available 
May  1,  features  67 
of  the  memorably  witty 
stories  that  have  run 
in  the  paper’s  popular 
“middle  column”  or 
“A-hed”  in  the  past 
50  years. 

Edited  by  Ken  Wells, 
the  paper’s  Page  One 
editor,  the  collection  —  E&P  received  an  advance 
copy  —  includes  stories  on  toad-smoking, 
throwing  a  grand  piano  125  yards,  Charles  Atlas 
as  a  grandfather,  the  latest  developments  in 
sheep  orthodontia,  and  other  offbeat  subjects. 

Among  Wells’  favorites  is  a  piece  by  Carrie 
Dolan  that  ran  in  1983.  Her  editor  believed  that 
spending  $130  for  a  night  in  a  fancy  hotel  was 
absurd,  so  he  sent  her  from  San  Francisco  across 
the  United  States  with  that  same  $130  in  her 
pocket.  She  ended  up  in  Charleston,  S.C.,  six 
days  later,  after  spending  $98  on  lodging. 

Despite  an  army  of  copy  editors,  mistakes  still 
squeak  by,  and,  whether  they’re  big  or  small.  The 
New  York  Times  has  run  corrections  for  the  last 
30  years.  Aiming  to  collect  the  most  embarrass¬ 
ing  ones.  Editors  Linda  Amster  and  Dylan  Loeb 
McClain,  and  Times  Editorial  Director  of  Book 
Development  Mike  Levitas,  looked  at  an 
astounding  20,000  to  25,000  corrections  over 
the  course  of  a  year-and-a-half  to  select  almost 
500  for  the  Just-published  book.  Kill  Duck  Before 
Serving:  Red  Faces  at  The  New  York  Times 
(St.  Martin’s  Griffin). 

“Fortunately  or  unfortunately,”  McClain  told 
E&P,  “we  had  a  lot  of  material.”  Gaffes  include 
placing  Newfoundland  in  the  Pacific  Ocean, 
misidentifying  Phyllis  Diller  in  a  photo  caption  (it 
was  actually  female  impersonator  Jim  Bailey), 
and  claiming  that  an  artist  used  cow  dung 
in  a  collage  when  it  was  really  elephant  dung. 
Then  there  was  the  day  when  the  Times  made  it 
clear  that  Ivana  Trump  had  purchased  two  dozen 
black,  two  dozen  beige,  and  two  dozen  white 
bras  —  not  two  thousand  of  each. —  Ana  Mantica 


XIU  DUCX 
before  serving 


THE  BEST  —  AND  REST  —  OF  THE  PRESS 


'r/ic  rc(ir  coverage  is  comi/ig  out  of  the  Pentagon 
and  the  press  is  repeating  xchat  its  toklT 

-  LEWIS  LAPHAM,  EDITOR,  “HARPER’S”  MAGAZINE 
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Photo  of  the  week 


ROBERT  HENDRICKS,  STAR-TRIBUNE,  CASPER,  WYO. 

Those  weren’t  exactly  friendly  ghosts  grappling  on 
the  mat  in  Casper  recently  —  more  like  incredible  hulks. 
Natrona  County  High  School’s  John  Miller  celebrates  after 
besting  Kelly  Walsh  High  School’s  Shane  Davis  in  a  275-month 
match.  “Give  me  sumo  that  good  stuff!”  he  might  be  screaming, 
while  also  demonstrating  a  keen  fashion  sense.  Miller  pinned 
Davis  with  just  38  seconds  to  go  in  the  match,  helping  to  propel  his 
team  to  victory  over  its  crosstown  rivals.  —  Greg  Mitchell 
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Why  newspapers  must  continue  to  set  the  media  agenda 

BY  LEONARD  DOWNIE  JR.  AND  ROBERT  G.  KAISER 

SEPT.  11,  A  DAY  OF  TERROR  AND  DREAD,  WAS,  FOR  MOST 

Americans,  a  day  of  television.  We  gathered  in  front  of 
the  ubiquitous  box,  staring  at  images  of  horror  that 
were  repeated  again  and  again.  But  Sept.  12  belonged 
to  newspapers,  and  reminded  us  why,  even  now, 
decades  into  the  electronic  era,  newspapers  remain  so  important. 
On  the  12th,  all  across  America,  people  who  don’t  normally  read 
the  paper  bought  a  copy  and  devoured  it. 

We  live  in  the  television  age,  surrounded  by  other  forms  of 


electronic  journalism,  but  newspapers  still 
do  most  of  the  original  reporting.  In 
America’s  towns  and  cities,  the  local 
newspaper  sets  the  news  agenda.  A  few 
major  newspapers  do  the  same  for  the 
national  news  media.  Of  all  the  partici¬ 
pants  in  the  news  business,  none  is 
remotely  as  committed  to  covering 
news  as  the  country's  daily  papers. 

This  isn’t  obvious  to  many 
Americans.  Most  people  now 
say  they  get  their  news  from  TV, 
not  newspapers,  and  many 
Americans  misunderstand  the 
vast  differences  between  the  way 
TV  and  newspapers  report  the  news. 

In  fact,  the  world  of  news  without 
newspapers  would  be  something  like  a 
sleek  convertible  without  an  engine. 

TV  news  depends  on  newspapers,  as 
its  practitioners  freely  attest.  Radio  news 
is  often  lifted  right  out  of  the  newspapers. 
Government  officials  and  politicians 
understand  the  primacy  of  newspapers 
and  regularly  go  to  newspaper  reporters 
first  with  important  or  complicated 
information.  The  news  organizations 
maintained  by  newspapers  are  what 
make  America’s  free  press  meaningful. 

Dan  Rather  of  CBS  News  made  this 
point  last  August,  when  he  was  reporting 


on  the  speech  President  Bush  had  just 
made  announcing  his  decision  to  permit 
limited  use  of  embryonic  stem  cells  for 
medical  research.  “It’s  the  kind  of  subject 
that,  frankly,  radio  and  TV  have  difficulty 
with,”  Rather  told  his  viewers,  “because  it 
requires  such  depth  into  the  complexities 


of  it.  So  we  can,  with,  I  think,  impunity, 
recommend  that,  if  you’re  really  interested 
in  this,  you’ll  want  to  read,  in  detail,  one  of 
the  better  newspapers  tomorrow.” 

The  uniqueness  of  newspapers  begins 
wfth  the  resources  they  devote  to  news, 
and  the  way  they  deploy  those  resources. 

The  Raleigh-Durham-Chapel  Hill 
“Research  Triangle”  in  North  Carolina 
provides  a  typical  example.  The  most- 
watched  TV  news  there  is  broadcast  by 
WRAL-TV  in  Raleigh.  The  station  has  a 
reporting  staff  of  16;  fewer  than  a  dozen 
are  in  the  field  on  an  average  working  day. 
The  News  &  Observer  in  Raleigh  has  101 
reporters  on  its  staff,  nearly  all  of  them 


working  locally.  The  gap  is  similar  in  every 
significant  media  market  in  the  country. 

A  serious  newspaper  sees  its  mission  as 
more  than  just  covering  public  events;  it 
wants  to  uncover  hidden  information.  Of 
course,  the  search  for  information  below 
the  surface  of  events  is  pursued  with 
varying  degrees  of  determination,  skill,  and 
success  at  ditferent  papers.  Bad  newspapers 
do  it  poorly.  But  the  majority  of  newspapers 
share  the  same  sense  of  mission. 

Most  electronic  journalists  have  a 
different  mission.  The  networks  and  local 
TV  stations  have  a  few  beat  reporters, 
but  most  of  their  correspondents  are 
generalists  who  report  on  events  —  things 
that  happen,  primarily  things  that  can  be 
photographed  while  happening. 

'The  New  York  Times  and  The  Wash¬ 
ington  Post  each  contain  roughly  100,000 
words  a  day.  A  typical  NBC  Nightly  News 
broadcast  contains  3,600  words. 

TV  and  newspapers  both  perform  vital 
public  services,  but  they  aren’t  the  same 
services.  TV’^  brings  great  events  to  the 
public,  allows  us  all  to  participate  vicari¬ 
ously  in  the  making  of  history,  allows  us  to 
“meet”  and  evaluate  the  government 
officials,  celebrities,  sports  heroes,  and  such 
who  dominate  the  public  life  of  the  country  . 

Newspapers  —  at  least  the  better  ones 
—are  much  more  ambitious.  Their  public 
service  is  to  bring  a  rich,  detailed  account 
of  yesterday  to  their  readers  every'  day,  an 
account  that  enables  a  citizen  to  remain 
in  touch  with  numerous  aspects  of 
contemporary'  life  in  his  or  her 
community,  country',  and  world. 

Beyond  that,  a  newspaper  keeps  w'atch 
on  the  powerful  people  in  its  immediate 
neighborhood,  checking  constantly  for 
competence,  honesty,  candor,  and  all  the 
qualities  that  citizens  hope  for  in  the  peo¬ 
ple  w'ho  run  the  institutions  they  depend 
on.  Communities  with  good  newspapers 
are  actually  better  places  to  live  because 
the  paper  performs  these  functions.  11 

Downie  is  The  Washington  Post’s 
executive  editor,  and  Kaiser  is  the  paper’s 
associate  editor  and  senior  corresponden  t. 
This  article  was  adapted from  The  News 
About  the  News:  American  Journalism  in 
Peril,  by  Leonard  Downie  Jr.  and  Robert 
G.  Kaiser,  and  ©2002  by  them.  Published 
this  week  by  Alfred  A.  Knopf. 


Modern  media  “without 
newspapers  would  be ... 
like  a  sleek  convertible 
without  an  engine.” 
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U.S.  &  Canadian  Dailies 

I  •  U.S.  &  Canadian  Newspaper  Groups  &  Special  Dailies 
I  •  Foreign  Newspapers 
•  News,  Picture  &  Syndicated  Services 
I  •  Equipment/Interactive  Products  &  Services 


U.S.  &  Canadian  Community  Weeklies 
U.S.  &  Canadian  Shopper/TMC  Publications 
U.S.  &  Canadian  Specialty  &  Niche  Publications 
U.S.  &  Canadian  Weekly  Newspaper  Groups 
Other  Organizations  &  industry  Services 


Alphabetical  listing  of  personnel  from  Dailies,  Weeklies, 
Groups,  Services,  Shopper  and  Niche  Publications. 
Name,  Title,  Company,  Phone,  City  &  State 


I  Dailies  throughout  the  world 
including  contact  names/titles, 
addresses,  phone/fax  numbers, 
local  population,  circulation, 
subscription  rates,  mechanical 
specs,  equipment,  news  services 
and  more! 

I  Community  papers,  shoppers, 
TMC’s,  specialty  and  niche 
publications:  alternative,  black, 
ethnic,  religious,  gay  and  lesbian. 

I  Web  site  addresses,  ad  rates, 
installed  equipment,  special 
editions/sections,  newsprint  and 
other  commodity  consumption. 


Also  available  on  CD-ROM  for  Windows®  and  Macintosh®. 
Targeted  Searches  -  Data  Exports  -  Customized  Mailing  Lists 
Call  (800)  336-4380  ext.  1  for  more  information. 
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IradELA  BASS 


Each  week,  PARADE  engages  in  A  Conversation  With  AnfHma'^^  reaching  more  than  75  million  readers  through  our 
unique  brand  of  informative,  engaging  journalism  and  world-famous  expert  advice.  To  have  a  conversation  about  newspapers, 
call  HOWARD  HOFFMAN  at  (212)450-7215  or  e-mail  howard_hoffman@parade.Gom. 
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